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Holding the gain 


Delays in producing goods to fill an order are 
dangerous enough to goodwill at any time—even 
when orders are easy to get. But when there is a 
fight for every order, delays in shipment are disas- 
trous. Customers soon lose patience—go elsewhere. 
To insure uninterrupted production, adequate 
protection to every electrical circuit is one of the 
first precautions for holding your gain as business 
recovers. And fuses are the backbone of electrical 
protection. 
Every circuit should be inspected to make sure 





that the correct fuse is in place. Jefferson (Union) 
Fuses should be installed because their quality and 
dependability have been proved by decades of 
service. Jefferson Renewables should be installed 
because they save time—have fewest possible num- 
ber of parts—are vented by exclusive methods so 
that casings withstand repeated blowouts—many 
new fuses for the price of links. 


Remind every prospect of these facts and you 
will find that this necessity—Jefferson Fuses—is a 
sure-selling, profitable line. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
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OF THE 


PIONEER 


Steeltubes was developed especially for the electrical 
industry. It is the pioneer in the field ...an electrical 
conduit that is rigid, strong, and that provides full elec- 
trical and mechanical protection for the circuits it carries. 

This modern conduit is finding increasing favor with the 
contractor, the wireman, the architect, the maintenance 
man and others responsible for the installation and main- 
tenance of circuits. More than 30,000,000 feet of Steeltubes 
have been installed. 

Genuine Steeltubes ... stamped with the Steeltubes , 
name... is easy to cut... easy to bend... and requires | 
no threading. Its advantages make it easy to sell... and 


it opens the door for the sale of more wiring supplies. 


Electrical Division 


STEEL AND TUBES ING. a SEVEN SIZES 


The World’s Largest Producer of Electrically Welded Tubing CMiet PS ey Pee ny ae 
Cc L E V E L A N D>. Oo H I Oo sizes from 36" to 2" in- 
clusive...allapproved for 


A UNIT OF REPUBLIC STEEL CORPORATION i openand concealed wiring. 


TEELTUBES 


Threadless Thinwall Conduit 
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Refrigerators Enter Era of 
Mass Distribution 


pass through three distinct stages. First 

comes the introductory or pioneering 
era. Public acceptance has not yet been 
achieved. For each individual sale the de- 
mand must be created. Sales expenses are 
high, list prices are high and few manufac- 
turers are in the field. 


T HE merchandising of any specialty must 


Then, suddenly, the public accepts the 
new product. Sales become easier, prices 
remain high and handsome profits result. 
This is the era of the single line specialty 
distributor. It exists but a short time before 
other manufacturers are attracted into the 
field. Asa result prices start down, margins 
are reduced and sales no longer come quite 
so easily. The product passes from the spe- 
cialty stage to that of mass production and 
mass distribution. 


For the past year ELEcTRICALWHOLESAL- 
ING has been emphasizing that a distributor 
could no longer survive on sales of electrical 
refrigerators alone, that sales had caught up 
with demand to the extent that the distribu- 
tor must look to companion lines to main- 
tain the sales volume necessary for his 
continued existence. 


During the past months we have con- 
tinuously witnessed specialty distributors 
changing their set-up to include a complete 
line of electrical home appliances and equip- 
ment. We also find them intensively inter- 
ested in the air conditioning field including 
oil burners, room coolers, humidifiers and 
stokers. 


A recent investigation conducted by 
ELECTRICAL WHOLESALING revealed that 60 
per cent of the concerns in the electrical 
wholesaling field have already taken on a 
line of electric refrigerators. Of those not 


already handling such a line 40 per cent 
expressed a desire to extend their activities 
to include refrigeration. 


Within the past few weeks other impor- 
tant developments have occurred which sub- 
stantiate our prediction that the era of mass 
distribution of refrigerators has arrived. 
They further indicate the growing strength 
of the electrical supply wholesaler in this 
field. 


NLY a few months ago both General 
Electric and Westinghouse looked with 
disfavor on their wholesaling subsidiaries as 
refrigerator outlets. Now we witness the 
transfer of many of their distributor fran- 
chises from their former single line specialty 
distributors to branch houses of their own 
wholesaling organizations. Similar action 
has recently been taken by Kelvinator which 
has transferred its franchises to Graybar in 
at least six cities. 


In the largest cities, where the former 
single-specialty distributors have been al- 
lowed to continue, rumors have been per- 
sistent for some time that all was not well 
with them financially. 


Thus have three of the largest and oldest 
refrigerator manufacturers evidenced their 
recognition of the fact that electric refriger- 
ators have reached the stage of mass dis- 
tribution. Other manufacturers, especially 
those who have entered the field only re- 
cently, should profit by the example of these 
three—and look to the electrical wholesaler 
with his well-rounded organization for their 
distribution in the future. 


PRESIDENT 
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THE RCA BUILDING 


one of 12 units in Rockefeller \\ 


Center being wired with 
ANACONDA PRODUCTS 


Pitas Wa)! Sy 
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Measured by floor area, the new RCA Building 
will be the largest building in the world. Its 70 
stories will tower 853 feet above the sidewalks 
of New York. 


In this monumental structure and in the other 
11 units of Rockefeller Center . . . ‘‘the greatest 
private development in America”... Anaconda 
wire and cable products are being used. 


What more can we say about the quality of 
Anaconda wire and cable products, than that they 
meet every requirement of Rockefeller Center? 


AnaConDA 





J 


ANACONDA WIRE & 


General Offices: 25 Broadway, New York - 


















CABLE COMPANY 


Chicago Office: 20 North Wacker Drive 


Sales Offices in Principal Cities 
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N.E.W.A. Adopts Plan to Improve 
Local Trade Conditions 


WwW 


Electrical Wholesalers Association journeyed to 

Buffalo to attend the Association’s 24th Annual 
Convention held at the Hotel Statler September 26 to 
29. The program included committee reports, discus- 
sions from the floor, addresses and conferences with 
manufacturers. One evening was devoted to a play 
presented by members of the National Lamp Works 
and another to an excursion to Niagara Falls. 


Fits per cent of the membership of the National 


Trade Practice Rules 


One of the most important actions of the convention 
was the approval of the Trade Practice Rules as re- 
written by the Federal Trade Commission (with the 
exception of rule 8 in group I and rule B in group II) 
and the adoption of a plan to make these rules effective 
through the appointment of local trade commissioners. 

These industry commissioners will be appointed in 
every marketing center in the United States. They will 
be chosen from the ranks of electrical wholesalers, both 
members and non-members. It was emphasized that 
this is an industry not an Association activity. 

As soon as a commissioner has accepted his appoint- 
ment he will call together all electrical wholesalers in 
his territory and review with them the 23 rules that have 
now been approved by the Federal Trade Commission 
and adopted by the industry. He will provide each whole- 
saler with a copy of the rules and outline the following 
method which will be employed to make them effective: 

A wholesaler believing that one of these rules is being 
broken by another will communicate the facts to the 
managing director of N.E.W.A. 
He, in turn, will ask the indus- 


Declaration of the wholesaler's position in the 
electrical industry also approved at Buffalo 
Convention. Association goes on record as 
favoring consignment and control of radio tubes 


breach of one of the rules in Group II, it will be referred 
to the industry commissioner in the territory where the 
complaint arises, and that commissioner will investigate 
the facts, and if substantiated, will ask the offender to 
conform. If the commissioner is not successful in induc- 
ing the offender to conform, he will so report to the 
managing director of N.E.W.A., and the facts will be 
communicated to the Federal Trade Commission, for 
the purpose of having the Commission use its influence 
on the offender. 

The selection of marketing centers and the appoint- 
ment of industry commissioners will be undertaken 
immediately, and it is expected that the set up for the 
entire country will be completed and operating within 
the next 60 days. 


Merchandising the Wholesaler 


The Association also adopted a “declaration of the 
wholesaler’s conception of his position in the electrical 
industry.” This statement (which appears in full on 
page 7) was prepared by a special committee, under the 
chairmanship of H. M. Gansman of the Westinghouse 
Electric Supply Co., for the purpose of merchandising 
to the entire industry the services and functions per- 
formed by the electrical wholesaler. 

It was voted to send copies of 
this statement to the National 











try commissioner in the offend- 
er’s territory to investigate and 
report the facts, and then, if sub- 
stantiated, they will be submitted 
to the Federal Trade Commis- 
sion, if breach of a Group I rule 
is involved. 

If complaint is made of a 


NEXT MONTH 
AN IMPORTANT 
ANNOUNCEMENT 
Will Appear in 


ELECTRICAL WHOLESALING 


Electrical Manufacturers Associ- 
ation, the National Electrical 
Contractors Association and the 
National Electric Light Associa- 
tion, also to request a similar 
statement from each of these in- 
dustry groups setting forth 
their conception of their own 
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position in the electrical in- 
dustry. 


Consignment of 


Radio Tubes 


The report of the radio 
committee stressed the trend 
toward lowand medium priced 
console models using twin 
speakers and also emphasized 
the unprecedented dollar value 
offered by current lines and 
the improved performance re- 
sulting from the newer types 
of tubes. Special terms and 
consignment arrangements on 
dealers’ floor stocks, now prev- 
alent in many localities, were 
condemned as unnecessary and 
unsound. 

The committee asked for a 
discussion from the floor of 
the desirability of consigning 
radio tubes. It was brought 
out that, as lamp distributors, most wholesalers have 
already set up the necessary machinery for handling 
consignments of tubes, that dealers could be selected 
with greater care and those who proved unethical in 
their demands for replacements could be eliminated, 
that dealers, especially in outlying districts, would be 
able to carry a more representative line, that greater 
profit should result to the distributor and that, in general, 
the tube market should become more stabilized if a 
consignment policy were adopted. On the other hand 
some members pointed out the probable need for the 
policing of dealers’ stocks under a consignment ar- 
rangement. 

However, the reasons advanced in favor of consign- 
ment far outweighed any apparent disadvantages and 
the Association went on record as favoring the consign- 
ment and control of radio tubes to both the distributor 
and the dealer. 


Report of Refrigeration Committee 


The report of the Refrigeration Committee empha- 
sized the extensive market still unsold, cited the increase 
in the replacement market, stressed the possibilities of 
the apartment field, also the opportunity for selling soft 
drink dispensing cabinets to gas stations and small stores. 
The committee found evidence of increasing preference 
for quality rather than price and expressed the opinion 
that, while the days of extremely large profits are past, 
sound merchandising should result in a satisfactory and 
fair profit on this, line. 


Appliance Merchandising 


A paper on “Merchandising Electrical Appliances” was 
read by L. E. Latham, vice-president, E. B. Latham & 
Co., New York City, who recommended the segregation 
of the wholesaler’s appliance activities into four groups, 
each with its separate sales organization, namely, small 
appliances, heavy duty appliances, radio and refrigera- 
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Clarence Davis, Gorraine Pankow and 
Harold Green as they appeared in 
"The Crystal Gazer" 


tion. In no case, said Mr. Latham, 
should the same individual undertake 
or be given the responsibility of man- 
aging both supply and appliance sales 
and expected to do an adequate job 
on both. In addition a capable man 
should be placed in charge of sales 
promotion and advertising. 

Efficient man power, good display 
facilities, dealer meetings, sales pro- 
motion and service, as well as a cat- 
alog, were all cited as being necessary 
and essential. Without all of them no 
wholesaler can do full justice either 
to himself or to the product of the 
manufacturer whom he represents. 

When the banks and finance com- 
panies begin to view the outlook with 
greater optimism and a definite upturn 
in general business is noted, in Mr. 
Latham’s opinion, the electrical appli- 
ance industry will be among the first 
to receive the benefit of more liberal 
financing facilities. In the meantime 
he urged caution in refraining from selling more goods 
to dealers than their financial statements justify. 


"The Crystal Gazer" 


Delegates were kept out of mischief for several hours 
on Tuesday evening by a show billed as a melodramatic 
nightmare under the title, “The Crystal Gazer” or “I’m 
Glad I Ate Those Cucumbers,” written by Frank Rae 
and presented by the Incandescent Lamp Department 
of the General Electric Co. 

Harold Green, erstwhile advertising manager at Nela 
Park and now moved up a few steps closer to the throne 
of grace, took the lead part of Jim Lord: Gorraine 
Pankow, dramatic star of Columbia network, doubled 
as Mrs. Lord and Itossa el Toro, the Spanish crystal 
gazer: Freeman Barnes abandoned his onerous duties 
as Nela Park’s promotional manager long enough to 
direct the performance and take the part of John Upp, 
of Upp and Dooin: Ed Stryker was Watt Jitters; and 
Clarence Davis of the dignified advertising firm of 
Batten, Barton, Durstin and Owen, put on a white 
nightie and a brown derby to take the part of Saint Peter. 


New Officers Elected 


Walter J. Drury, eastern district manager of the 
Graybar Electric Co., Inc., was elected chairman of the 
Executive Committee, and Henry J. Baitinger, president, 
Baitinger Electric Co., Inc., was elected vice-chairman. 

New members elected to the Executive Committee 
were: C. H. McCullough, W. T. McCullough Electric 
Co., Pittsburgh, Pa.; G. H. Miller, Westinghouse Elec- 
tric Supply Co., St. Louis, Mo.; W. L. Perry, Perry- 
Mann Electric Co., Inc., Columbia, S. C., and H. B. 
Tompkins, General Electric Supply Corp., Bridgeport. 

It was voted to defer decision until next February on 
holding the Silver Jubilee Convention at Hot Springs 
in May, 1933. 
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The Electrical Wholesaler’s 
Position in the Industry 


A Declaration adopted by the National Electrical Wholesalers Association at 
its 24th Annual Convention, Buffalo, N. Y., Sept. 28, 1932. 


The Electrical Wholesaler is an integral part of the Industry because of the 
economic service which he performs for the other branches as a distributor of 


electrical supplies and merchandise. 


The Electrical Wholesaler conceives it to be his duty: 


|. To maintain and warehouse an ade- 
quate stock of standard commodities suffi- 
cient to supply his trade. 

2. To maintain a showroom to properly 
display commodities for the benefit of the 
trade. 

3. To maintain store facilities for pick-up 
service. 

4. To maintain a selling organization 
trained to promote, specify and quote on 
electrical commodities, and to properly 
handle matters of service or misunder- 
standing with customers. 

5. To be prepared to furnish promptly 
a great variety of electrical commodities 


in one order at a minimum of cost and with 
greatest convenience to the Trade. 

6. To advise the Trade regarding the 
most suitable and reliable commodities to 
purchase and install. 

7. To distribute catalogs showing and 
describing the most essential items in com- 
mon use in the Industry. 

8. To extend justified credit to the buy- 
ers within his territory upon reasonable 
terms. 

9. To maintain a repair and replacement 
service to supplement the facilities of the 
manufacturer and the retailer in the han- 
dling of defective commodities. 














Since the Wholesaler combines within 
his warehouse and his sales, service and credit organization, the functions above 
named for a large number of manufacturers, he provides these facilities at the lowest 
possible cost consistent with service rendered, and produces a true economy in dis- 
tribution, the benefits of which accrue both to the buyer and manufacturer. 


The effective distribution of specialties and major appliances requires, in addition 
to the Wholesaler's normal sales, service and credit organization, the departmental- 
ization of sales and the use of specialists for promotional work. The wholesaler can 
produce economy in this field also, and is prepared to furnish promotional sales serv- 
ice when adequate compensation is provided. 


The Electrical Wholesaler, through the fact that he deals with all branches of the 
Industry, acknowledges as his duty and an important obligation, the aggressive parti- 
cipation in creating and maintaining local group activities of all branches of the 
Industry for the purpose of insuring a more general use of electricity, and to this 
end he offers his counsel and pledges his support to all worthy endeavors undertaken 
by central stations, contractors, retailers and manufacturers in the Electrical Industry. 
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The Outlook for the Wholesaler 


B. W. CLARK 
Retiring Chairman 
Executive Committee, 


N.E.W.A. 





brighter than at any time in the past two years. We 

cannot, so far as my own experience goes, say that 
an upturn has taken place in our business but it does 
not take a spy glass to see the break of dawn, or a sail 
on the horizon of business. 

If we have a right to hope that the encouraging signs 
presage a sound improvement in the conditions under 
which we all must work and live, we should promptly 
consider the probable lines along which recovery will 
take place, plan to do our share in bringing it about and 
to reap our reward therefrom. 

The first job for the electrical industry is industrial 
rehabilitation. Technology has not ceased to provide the 
ways for improved uses of electricity in production, 
nor has depreciation ceased its ravages during the past 
three years. The last fuse has been used in many plants 
—incandescent lamps have been moved from idle sec- 
tions to keep others going. Lighting is archaic as judged 
by the standards of today. When industrials start up 
they must buy electrical material. Cannot we, cooper- 
ating with our industrial contractors take up the move- 
ment that is now being sponsored by Washington, to get 
factories to modernize? A concerted effort along these 
lines, fathered by wholesalers, should have the unre- 
served support of all branches of the industry. 

Another item of capital expenditure, and capital 
expenditure must come before the mass of people can 
buy consumption goods, involves the utility companies, 
especially in regard to line maintenance and rural exten- 
sion. With an increase in security values and improved 
ability to market securities the utilities must give thought 
to these things. Their warehouses are depleted; they 
have in most cases even used up materials that engi- 
neers had removed from standard specifications. So we 
must look for business there. This is none the less true 
of railroads whose buying has been kept at an absolute 
minimum. 

Modernization of store equipment, especially lighting, 


Ti J)DAY we meet with a bright hope for the future; 


*An abstract of Mr. Clark’s address as retiring chairman of the executive 
committee delivered before the N.E.W.A. at Buffalo, N. Y., September 27. 
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By B. W. CLARK 


General Manager, 
Westinghouse Electric Supply Co., 
New York City 


Modernization, industrial rehabilitation and home appliances 
present immediate sales opportunities for the industry's 
soundest type of distributive outlet—the electrical wholesaler 


presents another field which will be fruitful if a united 
industry will go about it in the right way. 

The building program, aside from public construc- 
tion, is likely to turn itself also into a rebuilding and 
modernization program. The terrific boom of the late 
twenties has rendered obsolete and undesirable thousands 
of buildings that will stay obsolete and undesirable 
unless they are modernized. This includes all classes 
of commercial buildings, tenements and apartments of 
the higher class. Refurnishing, plumbing, lighting, ven- 
tilation and electrical conveniences are all necessary. A 
lot of it is electrical and we can hope to profit. 

Even in the home field modernization is the watch- 
word. I doubt the probability of any great program of 
home building, but there are vast possibilities in making 
existing homes more comfortable to live in—more easily 
rentable—more easily saleable. And the modernization 
of home wiring, now notably inadequate, will open a 
greater market for the sale of appliances. 

The appliance field presents great possibilities to the 
electrical wholesaler. There will, I believe, be a large 
immediate market for needed new appliances and re- 
placements by the people who still have money to spend, 
as soon as the pall of fear is removed, and these people 
feel that they are going up, not down. A greater market 
will, of course, develop as unemployment is relieved 
and as incomes start to return to normal, and the elec- 
trical wholesaler stands in an excellent position to take 
an important place in this business. 


PPLIANCE and radio selling have gone through the 

throes during the past five years. A child-like con- 
fidence in the effectiveness of high pressure selling meth- 
ods, in the unlimited possibilities of time payment credits 
and in the efficiency of advertising have blinded many 
manufacturers to the evident market restriction caused 
by the depression and to the inevitable high cost of 
forced draft selling. Manufacturing technology had so 
improved that two radio sets could be produced at the 
cost of one—why couldn’t marketing be as efficient and 
scientific? The difference between the two things seemed 
not to be recognized. 

The science of marketing depends, therefore, upon 
manufacturing to meet an absolute demand when lowest 
marketing cost is wanted, or, if more production is 
wanted than absolute demand will provide, upon balanc- 
ing the cost against the increased volume. Over-ambition 
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in this regard has caused great over-production, terrific 
and costly efforts to sell it, and, finally, raping of the 
future market through the dumping of surplus. Radio 
has been through the process for four years; refrigera- 
tion is just getting its first dose. 

Like the direct selling manufacturer, the single spe- 
cialty distributor and retailer has found the going too 
hard. Thinned out demand raises all costs—from sales 
to warehousing and service, and the only answer is 
diversification, combined with a saner approach to the 
marketing problem. Many exclusive radio distributors 
have gone out of business. If not, they have had to 
add other lines to increase the load on their warehouse 
and office facilities, and to broaden the scope of their 
sales activities. Refrigerator distributors are finding 
that they too must diversify. 

The electrical wholesaler has stood badly in the past 
because of the conservatism of his selling methods. 
Today, however, he is again coming into demand, as 


being at least the soundest type of outlet and as pos- 
sessing the feature of comparative permanence. He—the 
electrical wholesaler—can meet the manufacturer of 
specialties half way, by the organization of such special 
selling departments as are required to do a reasonable 
job of sales development—and can do it at compara- 
tively low cost because of the increase and diversification 
of the load on his warehouse and service organization. 
He can be a sound sales outlet if sanity, in the planning 
of production schedules to meet the needs and possi- 
bilities of known market conditions, will replace the reck- 
less exploitation of the past. 

The electrical industry should plan now a carefully 
coordinated program for the future. The machinery 
exists, and the opportunity for advancement is very 
great. We should plan not only for advancement, but 
for a sound, economic structure, working cooperatively 
and with careful ,study of facts to avoid the dangers 
and costs of over-exploitation. 


Let's Get Readjusted - NOW 


A Message to Electrical Wholesalers 


From WALTER J. DRURY 


Eastern District Manager, Graybar Electric Co. 


New York City 


goes tearing along a cement highway with the accel- 

erator down on the floor board and the speedometer 
in the far upper register. Suddenly a sign flashes by, 
too quickly to be read at that speed, and said motorist 
finds himself bouncing crazily over the rocks and ruts 
of a road under repair. The smart driver slows down 
to a speed that the road will safely and comfortably 
allow—adjusts his shock absorbers if he has that kind 
of a car—and makes the best of conditions, awaiting 
the time when the rocks and ruts stop and the cement 
begins. The novice keeps going, wears out tires and 
car, frets and stews about roads in general and this one 
in particular, and keeps peering ahead and hoping for 
the good old road instead of carefully watching the rocky 
road he is bumping over. 

And so with many of us wholesalers! The cement road 
of 1928 and 1929 suddenly became the rutty road of 
1930 and the rocky, slippery road of 1931 and 1932. 
Many of us are chafing because we can’t go as fast 
as we did. Most of us are spending precious time and 
wasting priceless energy looking ahead, wondering if the 
road will get better beyond that turn ahead! Let’s forget 
the road ahead and the road behind and give our atten- 
tion to the road that’s under us, for if we wholesalers 
are going to survive in 1933 and 4 and 5, we must 
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readjust ourselves and 
our business to things 
as they are and not as 
we hope they will be. 
Expenses must be 
brought down to an 
irreducible minimum 
—and our merchan- 
dise must be sold at 
prices that will cover all costs and yield a fair margin 
of profit. Many companies, hoping that the better road, 
the good old days, are just around the corner, are oper- 
ating almost on the same basis they were on in the late 
“twenties.” Many of these companies, in a wild desire 
for business to justify their overheads, are getting 
business without regard to costs and profits. This 
must be stopped if they are to survive. Business 
after all lives on profits and often dies on hopes. It is 
my feeling that if electrical wholesalers were securing 
the same margin of profit on their small sales volume of 
today that they were getting on the large volumes of 
the “boom days” of yesterday, most of them would be 
breaking even instead of sustaining substantial losses. 

We must get readjusted—NOW! If we don’t, the 
answer is obvious. If we do—we’ll survive and the 
years ahead will take care of themselves and of us. 





WALTER J. DRURY 
Incoming Chairman, Executive 
Committee, N.E.W.A. 
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elling A “Forgotten” 


Market 


A manufacturer rearranges his product to reach the tens 


of thousands of small stores without suitable window 
lighting and, simultaneously, develops a novel sales plan 


HEN a new product was brought 
out under conditions such as ex- 
isted last August and when 


within three days wholesalers started to 
reorder there must have been something 
out of the ordinary behind it all. 

So, upon learning that Curtis Lighting 
Inc., had had such results with their new 
“Thrifty; Three” lighting unit, ELECTRICAL 
WHOLESALING sought out Norman B. 
Hickox, Vice-President of this company, 
to find out just how it was that this 
manufacturer had so successfully over- 
come depression conditions. It developed 
that these results were obtained only 
after a careful study of the market and 
of the product and the laying out, in 
advance, of a carefully prepared sales 
plan. 

“Our ‘Thrifty-Three’ activity,” said 
Mr. Hickox, “exemplifies to us just five 
things: 

1—our faith as a manufacturer in our 
wholesalers ; 

2—the faith of our wholesalers in our- 
selves as one of their supplying manu- 
facturers ; 

3—the value of market studies ; 

4—the necessity of confidence on the 
part of the manufacturer which he is 
willing to back with an investment of his 
own money, and 

5—the fact that current products can 
be successfully revamped to meet depression condi- 
tions.” 

Faced with a decline in the sales of its regular line 
of show window lighting equipment this manufacturer, 
early in the year, began looking about for new markets 
which had not heretofore been reached or which could 
be developed in spite of the low level of general busi- 
ness. According to Mr. Hickox, “Our studies con- 
vinced us that as improvement came, money would 
first begin to flow into the smaller stores and that our 
problem was to develop a product which could be read- 
ily sold to such customers. We decided that the small 
merchant would be the first to feel the effect of im- 
provement. We also found that, on the whole, his 
show windows were very poorly lighted. Hence, we 
decided that our problem was to develop an inexpen- 
sive window lighting unit which could be successfully 
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An Interview with 


NORMAN B. HICKOX 


Vice-President, Curtis Lighting, Inc. 
Chicago, Ill. 





This unit, connected to an existing outlet, this 
was installed in less than half an hour 


sold to the average small re- 
tail store, which had not been 
approached heretofore with 
suitable window lighting 
equipment. 

e “We covered the highways 
and byways, visited hundreds 
of stores of this type and even 
made actual sales to some of 
them in order to thoroughly 
test out our idea. We found 
these smaller merchants in- 
tensely interested in better 
window lighting. With but 
few exceptions they told us 
they wanted better lighting in 
their show windows if they 
could afford it. 

“It was out of the question 
to sell this type of store the 
usual installation of four or 
five standard reflectors. The 
amount these merchants could 
afford to spend would not to- 
tal a sufficient sum to compen- 
sate for the effort required. 
Furthermore, the cost of the 
needed wiring alone, would, in 
most cases, kill all possibilities 
of making a sale. 

“However, in our field 
studies we found that more 
than 99 per cent of these stores 
were equipped with some sort 
of existing outlet in their show 
windows. Consequently, we 
decided that if we would reach 
‘forgotten’ market we 
must develop a piece of light- 
ing equipment which could be 
connected as an appliance. This brought about the de- 
sign of a new reflector and a very practical adjustable 
hanger, which with other numbers of our standard line 
resulted in the ‘Thrift-Three’ unit. ‘Thrifty-Three’ 
consists of three of these new 100-watt reflectors 
mounted on a section of lighting strip, equipped with 
adjustable supporting brackets and with a cord and plug. 
The entire assembly was packaged in individual cartons 
so that it could be easily handled through wholesaler’s 
stocks and ‘peddled’ from store to store by the electrical 
contractor. 

“The next problem we had to solve,” continued Mr. 
Hickox, “was to decide upon a price which would be 
low enough to encourage purchase. As the “Thrifty- 
Three’ unit was a depression product with a depression 
name we believed it best that it carry a relatively narrow 
margin of profit. Rather than establish the usual list 
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and discounts we decided therefore to set prices on a 
depression basis and provided our distributors with sug- 
gested net resale prices to the contractor and merchant 
accordingly. 

“Literature which we supplied the contractor was 
available with a suggested resale price to the consumer 
of $15. These circulars also carried the statement 
‘slightly higher in some places for installation, delivery 
or other special services.’ This gave the contractor an 
‘out’ if he wished to add to our suggested resale price 
a sum to cover delivery, installation and lamps. If he 
preferred, the contractor could secure literature upon 
which no price appeared. Fifty circulars were supplied 
free, but we carried out our depression theme by charg- 
ing him for any additional quantities at the rate of one 
cent each.” 

This flexibility which the manufacturer provided in 
the selling price resulted in some variation in the prices 
actually secured in different territories. 

Profit margins were also purposely set low so that 
neither wholesaler nor contractor would be inclined to 
cut his price below the suggested resale. And many 
contractors found that although their margin was only 
20 per cent, they actually set their own price in selling 
the merchant on allowing them to install and lamp 
“Thrifty-Three” as an “extra.” Many new customers 
were found for other items because of these contacts. 

In some localities contractors have sold the unit, in- 
stalled, for as high as $22.50, while one large power 
company is conducting a state wide campaign at $18. 

Securing stock orders from wholesalers for an entirely 
new item was almost an im- 
possible task last summer. 
This was the final problem 
which had to be solved by the 
manufacturer and the method 
which was used to get stocks 
of the “Thrifty-Three” into 
the hands of its wholesalers 
represents a courageous piece 
of strategy. 

“Our company,” Mr. Hick- 
ox said, “has always main- 
tained a strictly wholesaler 
policy and we had no thought 
of wavering in this instance. 
If we were to get under way 
with our new product without 
delay it was essential that we 
place stocks in the hands of 
every distributor immediately. 
Knowing that many of them 
would be reluctant to give us 
stock orders, sight unseen, we 
decided to take the bull by the 
horns and commit the heinous 
crime of shipping our distrib- 
utors without an order. These 
shipments were so timed that, in every case, they reached 
the distributor’s warehouse on Monday, August 15th. 
On this date every one of our distributors received four 
of the new units at each of his warehouses, together 
with a supply of promotional literature. That same 
morning every contractor and utility on our mailing list 
received a letter announcing the ‘Thrifty-Three’ unit 
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A contractor making a sale to a small 
hardware merchant 





The package was designed for store to store canvassing 


which said ‘Here it is—get it from your wholesaler 
today !’ 

“Cases were reported to us where contractors and 
utility lighting specialists phoned orders to their whole- 
saler as soon as they read this letter. First units, deliv- 
ered immediately were resold that same day, some before 
noon! Re-orders from our wholesalers began to flow in 
the morning of the 17th—the third day.” 

“Our own salesmen received their 
first information on the morning of 
August 15th and before noon each of 
them was facing a barrage from his 
distributors because we had shipped 
without first securing their orders. As 
a result the latent fighting qualities 
of our own men were immediately 
brought out and the interest of the 
wholesaler, not only in this item, but 
in our entire line, was at once renewed. 

“Another result of this method of 
introducing our new item was that al- 
most every individual in each of our 
wholesalers’ local organizations heard 
of it the very day it arrived. In every 
house the receiving clerk was checking 
with the purchasing agent and every- 
one else trying to locate an order and 
the shipment was then reported to the 
‘big boss’ himself. The gratifying fea- 
ture was that less than four per cent 
of the units shipped in this manner 
were returned to us. 

“This entire activity has clearly 
demonstrated the ability of electrical 
wholesalers to accept, absorb and mar- 
ket a ‘surprise item’ which has a tested market and which 
is backed by proper promotion.” 

“Do you intend to make a practice of shipping new 
items to your distributors without first obtaining their 
orders?” we asked Mr. Hickox. 

“No,” he concluded, “that is one of those things you 
can do just once and get away with.” 








Operating at a Profit 


On a Gross 


Margin of 11% 


A CASE STUDY 


Vv 


This wholesaler has been successful to a remarkable degree 
in eliminating all practices which result in wasteful opera- 
tions. Careful selection of lines and customers has resulted 
in an unsually high turnover both of inventory and receivables 
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high profit specialties to bolster his 
average profit rate, this whole- 
saler has been unusually success- 
ful in gearing his operations to fit 
the low margins of profit which 
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Character of Business 

54% Industrials’ 40% 
Retail Dealers 2% 
Central Stations (Oper. Dept.) 3% 


charges and rapid turnover of in- 
vested capital. And, finally, a 
modern warehouse provides for 
the physical handling of all mer- 
chandise at a minimum of expense. 
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When this organization started 





prevail on supply lines. 

Careful selection of customers 
has resulted in a high rate of 
turnover of accounts receivable, with practically no credit 
losses. Careful selection of stock items and a policy 
of carrying no duplicate lines are together responsible 
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How the Gross Margin Dollar Is Divided 


Type of Wholesaler Covered by Study 


in business less than five years ago 
every effort was made to operate 
at the lowest possible cost consistent with adequate serv- 
ice. A modern, two-story building was selected for 
the office and warehouse which was remodeled to pro- 
vide the best possible facilities. Directly across the alley 
at the rear is a lot which provides ample parking space 
for customers. Trucks drive into the warehouse through 
the rear door and right up to the conduit racks. All 
heavy, bulky material, such as reels of wire and cable, 
is stored close to where the trucks are unloaded. 

As one walks toward the front of the building from 
the conduit racks he first passes the packing bench where 
the receiving and shipping clerk is stationed. Then come 
several rows of modern steel bins extending entirely 
across the building. These are wired with Wiremold 
and a light has been placed at the top of each alternate 
tier of bins, controlled by a switch on the center aisle. 

Next comes the counter, also of steel. The bins 
underneath this counter which contain the regular stock 
of outlet boxes and covers, are typical of the practical 
utilization of space throughout the entire building. 

As a customer enters the front door he approaches 
this counter through a wide aisle on either side of which 
are glass-partitioned offices, one for the service manager 
and the salesman, the other for the bookkeepers and the 
“boss” himself. 

On the second floor and at the front of the building 
are two large rooms, attractively decorated, where light- 
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ing fixtures are displayed, also a private office where the 
head of the firm can retreat on occasion. The balance 
of this floor is devoted to warehouse space for lighting 
fixtures and other light stock. Floor space totals 14,000 
sq. ft. 

A volume slightly in excess of half a million dollars 
was handled last year by a personnel of 16. Since the 
first of the year one truck driver has been eliminated 
and one salesman added. 

This wholesaler had only about 200 active accounts 
on his books last year, but this number has since been 
increased due to the activities of the new salesman. 














FINANCIAL STATEMENT 
For Calendar Year Ending December 31, 1931 
1. Net Sales, after deducting returns and al- 
en. $505,000 
2. Cost of Merchandise, including incoming 
re MMIIOTIRIOUNE 5 oo oi sdk ok Ch vig voce oe $419,000 
3. (a) Gross Profit (Item 1 — Item 2)....... ,000 
_ (b) Gross Profit Rate (Item 3a~+Item 1).. 17.0% 
4. (a) Total Operating Expense (Overhead)... $82,500 
(b) Overhead in Percent of Net Sales...... 16.3% 
(c) Operating Ratio (Item 4a~+Item 3a).. %.0% 
5. (a) Net Operating Profit (Item 3a — Item 
ee ee ee $3,500 
(>) ae Operating Profit Rate (Item 5a+ 
eek oo God 8 vas FA a wis Secu sede seks 0.7% 
6. ho aes and Deductions 
(a) Commissions Received ................ $400 
(b) Cash Discounts Taken .......... $9,500 
(c) Cash Discounts Given ........... 8,300 
OOD RN i ook one es nce n awk bb vas eves $1,600 
7. Net Profit (Item 6d + Item 5a)........... $5,100 
8. Net Profit Rate (Item 7 ~ Item 1)......... 1.0% 
9. Merchandise Inventory ........6.0,.0000..- $34,000 
10. Inventory Turnover, Times per Year....... 11,7 
11. Investment or Working Capital............. $64,000 
12. Capital Turnover, Times per Year.......... 7.9 
13, Net Profit Rate on Capital Investment 
(yee 7 + Stem 11)... ce 8.0% 

















Those on a straight salary receive a car allowance of 
$40 per month. Each man handles only from 40 to 45 
accounts. 

Sales meetings which formerly took place every week 
are now held monthly. The week before each meeting 
the salesmen are asked to review the current issue of 
ELECTRICAL WHOLESALING. A part of each meeting is 
devoted to going right through the magazine and dis- 
cussing the advertisements, new products, and articles 
containing sales ideas. 

Only a selected group of industrial and contractor 
customers are solicited who purchase in reasonable 
quantities, whose credit is sound, and who pay promptly. 
Every effort is made to build closer relations with cus- 
tomers of this type. In the case of several of the better 
contractor accounts, copies of salesmen’s price book 
sheets are regularly supplied to the customer. As a 
result of this policy of selective selling this wholesaler 
does practically no cash business over his counter. 

In selling industrial accounts, the services of one 
salesman who was formerly a master electrician have 
proved valuable in many instances. 

Few, if any, electrical wholesalers can equal the credit 
and collection record of this organization. It does not 
want the business of any concern which fails to regu- 
larly settle its accounts within 70 days. Because, from 
the start, this wholesaler has confined his activities to 
accounts that pay promptly, he still has to lose his first 
thousand dollars in bad debts. Eighty per cent of his 
customers discount their bills, 18 per cent pay in 30 days 
and only two per cent take 60 days. 

This remarkable turnover in accounts receivable is 
undoubtedly the single factor which is most responsible 
for the net profit of eight per cent which this whole- 
saler earned last year on his invested capital. 





Financial Statement Shows 8.0% Earned on Investment 


Regular sources of supply include 170 manufacturers 
and about 3,000 items are regularly carried in stock. 

An important operating economy has recently been 
effected. Until this year all trucking was let out on 
contract. Two trucks were hired for $75 each per week. 
This included the services of the drivers, also all lia- 
bility and merchandise insurance. On January 1, this 
arrangement was terminated and a two-ton Ford truck 
with special body was purchased. This truck now 
makes all deliveries where formerly one truck was used 
for each side of the city. Operating costs including 
insurance, but exclusive of driver’s wages have aver- 
aged only $12.50 per week so that the truck paid for 
itself in savings over the previous arrangement in eight 
months’ time. 

Some salesmen are paid a straight salary plus a bonus 
which is arbitrarily determined by the management. 
Others are paid a straight commission which is equal 
to 20 per cent of their gross profits. Out of this they 
pay all their expenses. In the case of the new man who 
was added this year, he receives a commission of 19 
per cent of his gross profits from old accounts, but on 
all new accounts which he opens he receives 30 per cent 
for the first year. All salesmen furnish their own cars. 
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STATEMENT OF OPERATING EXPENSES 
ADMINISTRATIVE 

1. Executive Salaries and Expenses...... 3.8% 
ee Ee Rg 5s oak ia le ess cceess's 22 
3. reg Office Expense a 

a OSTAME in ce viewere cee dencseces 3 

i Stationery and Supplies......... 0.2 6.9% 

(c) Telephone and Telegraph........ 0.4 

(d) Maint. Repairs and seperocation: 0.0 

(e) Miscellaneous Office Ex pense..... 0.0 
4. Legal and Collection Expense......... 0.2 

WAREHOUSE 
5. Heat, Light, Water & Power.......... 0.2% 2.9% 
6. Repairs and Depreciation............. 0.4 
7. EOCVery TRON un cova cco sec ccee.  & 
8. Store and Warehouse Salaries........ 1.1 
SALES 
9, Sales Promotion, Advertising, etc.... 0.1% 3.4% 
10. Salesmen’s Salaries and Expenses. .... 3.3 
FIXED CHARGES 
11. Rent and Other Real Estate Charges.. 1.4% 2.07 
12. Insurance: Tastes ooo. oe ose 0.6 
13. > Misceliameoms | os ck oc cccccces 6.0 
. OTHER EXPENSES 
14. neers on Capital and Borrowed 
se Ea rsa ache ae ai 08% 1.1% 

15, ln from Bad Deits. .:...<<ecesss 0.3 























Breakdown of 16.3% Overhead 
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Formerly JAze Jobber'’s Salesman 
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E. T. ROWLAND, Editor 





We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and eliminating from 
their operations all wasteful practices. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


Two Outstanding 
Accomplishments 


bres actions were taken by the N.E.W.A. at Buffalo 
which should have far-reaching influence and result 
in real benefits to every electrical wholesaler. 

The plan to appoint industry commissioners to en- 
force the Trade Practice Rules in each trading area 
offers a needed point of contact between the national 
association and local wholesaler groups. 


The work of the commissioners in their own locali- 
ties should lead to the formation of strong wholesaler 
associations, either formal or informal, in every major 
wholesaling center. 

The active cooperation of the N.E.W.A. in securing 
the enforcement of these rules locally will, we believe, 
bring to the several hundred independent wholesalers 
who are not now members a new appreciation of the 
support merited by the national association. 

Of equal importance is the “Declaration of the 
Wholesaler’s Position in the Industry,” adopted at 
Buffalo which has been officially submitted to the three 
other national electrical associations: N.E.L.A., 
N.E.M.A., and N.E.C.A. This declaration deserves to 
be further merchandised to each individual customer 
and manufacturer of every electrical wholesaler. It 
should give them a new conception of the value and 
extent of the services which the wholesaler renders. 

The declaration appears in full on page seven. 
Reprints of this page are available to any wholesaler 
who may wish copies for distribution among his 
customers. 


The Contractors’ 
Grievances 


HE Electragists Convention, held in Kansas City 

last month, revealed a militant spirit among the 
responsible element of the contracting industry. Criti- 
cisms were freely directed to manufacturers, utilities 
and wholesalers—especially the latter. 

Those portions of the committee reports and ad- 
dresses which dealt with the wholesaler appear on 
page 26. They deserve a careful reading by every 
wholesaler and every wholesaler’s salesman. Discus- 
sions from the floor of the convention were devoted 
principally to the sales and credit policies of the elec- 
trical wholesaler. Some speakers even went so far as 
to threaten retaliation. 

Where there is smoke there is usually fire. It is 
inconceivable that contractors of the type who met 
together in Kansas City could have been aroused to 
such a pitch of indignation without some justification. 

They appear to have two major grievances and 
claim the national houses are bigger offenders than 
the independent wholesalers. 

Their first complaint has to do with credits. The 
following statement by one Electragist is typical of 
the attitude displayed at Kansas City. 

“We have done considerable work through some of 
the larger cities in the south. We have repeatedly been 
up against the disregard of the chain wholesaler for 
the welfare of the reputable contractor who has always 
discounted his bills, and their throwing their influence, 
with special advantages, in favor of some curbstoner or 
other contractor with no credit standing, because he 
owes them money. 
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“TI think the time has come when contractors should 
tag this kind of wholesale house for what it is, and 
either turn their business to the wholesaler who re- 
spects the interests of the contractor who pays his 
bills—or else buy from the unethical house and pay in 
the dim future, as their most favored customers do. 

“Why should the reputable contractor pay his debts 
to the wholesalers who throw their influence and favors 
to the contractor with no credit standing who is already 
in deep on their books ?” 

The second grievance concerns the wholesaler’s sales 
to industrial and commercial accounts. Again we quote 
a typical complaint from an Electragist. 

“In our city with a population of 100,000, before 
the chain distributors located here, the electrical con- 
tractor-dealer carried a complete stock of electrical 
supplies and also furnished the labor for installing 
same. The curbstoner was almost an unknown animal. 
The industrials, commercial establishments and prop- 
erty owners always called on some electrical contractor 
to do their work, and I dare say that in almost every 
instance the customer received a fair job at a fair price 
and the contractor made a little net profit. 

“But now since the town has three of the largest 
electrical chain distributors, oh, how our customers 
have changed their plans and are buying direct from 
the distributors and picking up their own electricians 
and doing the same work formerly done by the con- 
tractor-dealer ! 

“T doubt very much if the customer is saving any- 
thing on the ultimate completed work, but he only 
compares the difference in cost of each item and each 
hour of labor.” 

While the contractors have apparently singled out 
the national houses as their target we doubt if the 
independents, aS a group, are blameless. 

Now let’s face these issues squarely. No wholesaler 
wants to carry any account on his books unless he can 
make a profit from that account. To yield a profit 
that account must (1) pay promptly and (2) order in 
profitable quantities. 

For many months ELEcTRICAL WHOLESALING has 
been urging the elimination of unprofitable accounts. 
If each and every wholesaler, whether a national house 
or an independent, will sell only to those accounts 
whose volume, size of average order and credit stand- 
ing combine to yield a profit to the wholesaler, then, 
and then only, will the causes of the contractors’ griev- 
ances be eliminated. 

This not only can be done, but it actually is being 
done. The house described in this month’s case study 
furnishes an example. 

There are many thousands of industrial and com- 
mercial establishments which the wholesaler can reach 
profitably only through the electrical contractor. Their 
individual requirements are too small to make the 
business profitable if solicited direct. 

An Oklahoma contractor stated at Kansas City that 
in his city contractors and wholesalers had gotten 


together—at the insistence of the contractors—and had 
agreed upon those industrial accounts which rightfully 
belonged to the wholesalers. He reported that, as a 
result, the local wholesalers were not approaching any 
other accounts except through the contractor. 

The electrical contractor always has been and, we 
believe, always will be the backbone of the electrical 
supply wholesaler. There should be only the closest 
cooperation between these two major groups of the 
electrical industry. 

If the wholesalers in each trading area, as a group, 
will investigate now the sentiment among their local 
contractors and take steps to immediately correct any 
justified complaints, a cancerous situation, which seri- 
ously threatens the welfare of both wholesalers and 
contractors should be quickly cured. 
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A Leader 
Is Needed 


ADIO tubes should be one of the wholesaler’s most 
profitable lines, but they are not due to the chaotic 
condition of the tube market. 

Manufacturers have been attempting to force the 
market with special deals, premiums, bonuses, trade-in 
allowances and the like, practices which have been 
ruled out of the appliance field by the Electrical Mer- 
chandising Joint Committee as unsound merchandising. 

Too many distributors, excessively long discounts 
that encourage price cutting, liberal replacement poli- 
cies that lead honest dealers into unethical practices, 
insufficient price change protection, too many tube 
types—these are some of the reasons which wholesalers 
advance as to why they find radio tubes unprofitable. 

The N.E.W.A. went on record at Buffalo as favor- 
ing the consignment and control of tubes to both dis- 
tributor and dealer. Some manufacturers have already 
adopted such a policy and with apparent success. 
Others who do a large business with set manufacturers 
are fearful that tubes originally shipped with sets 
together with tubes from repossessed sets would find 
their way into dealers’ consigned stocks. Ledger bal- 
ances and consigned stocks to the distributor only have 
both been suggested as a remedy. On the other hand, 
the belief was expressed at Buffalo that consignment 
would be of no value unless it provided for price con- 
trol similar to that now existing on Mazda lamps. 

Only the manufacturers themselves can restore order 
and decorum in the tube market. If four or five 
substantial tube manufacturers could first agree on a 
sound merchandising policy and then stick to it, in spite 
of what their competition might do, existing conditions 
would soon be corrected. And this will come about 
only when someone among the tube manufacturers 
takes it upon himself to provide the necessary 
leadership. 
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Electrical Wholesaling Wins 


A. B. P. 


Award 


"The Jobber's Salesman Plan" receives recognition by the Asso- 
ciated Business Papers, Inc., as the most outstanding editorial 
service rendered by a member magazine to its industry in 1931 


editorial work by leaders of the na- 

tion’s business press were recognized 
October 27. On that day the 1931 annual 
A.B.P. Awards for Editorial Excellence 
were announced. A distinguished jury had 
spent nearly a month studying the 121 
entries from publications that are mem- 
bers of the Associated Business Papers, 
Inc. When their work was completed the 
jurymen joined in the opinion that: “Busi- 
ness paper editors are thinking ahead of 
their trades and industries, looking for- 
ward intelligently and with constructive 
vision.” 

The A.B.P. bronze medal for the most 
outstanding editorial service to an indus- 
try went to ELEcTRICALWHOLESALING. This 
medal is awarded each year to the mem- 
ber magazine performing the greatest 
service to its industry by some one edi- 
torial enterprise. 


The citation reads as follows: 


“The medal winner, The Jobber’s Sales- 
man Plan, was created by ELEcTRICAL 
WHOLESALING before the _ publication 
changed its name from THE JoOBBER’S 


‘| editorit w examples of outstanding 


SALESMAN last January. It provided a 
program to put new creative selling pres- 
sure behind electrical appliances and con- 
struction materials. It offered a means by 
which a large number of electrical manu- 
facturers—confused by the transition from 
the old, easy, order-taking days of elec- 
trical expansion —could go in for real 
market development, hand-in-hand with 
wholesalers. 


“The plan showed wholesalers‘and man- 
ufacturers how to determine the size of 
their market, where it lay and how to go 
after more business in the resale, contrac- 
tor, industrial and commercial fields. The 
theme of the project was ‘economize, local- 
ize, specialize, advertise.’ The enterprise 
is considered to have permanent value in 
trade development for the entire electrical 
industry.” 


The fundamental principles which were 
emphasized in “The Jobber’s Salesman 
Plan” apply with equal force to the period 
of business recovery which lies ahead. 
Their application to the new conditions 
will furnish the theme for ELectrricaL 
WHOLESALING’s editorial program in 1933. 
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Air Conditioning 


Will Play No 


O discuss intelligently the marketing of air condi- 

tioning equipment we must first be in agreement as 

to what the term “air conditioning” means. Reduced 
to its simplest form we might say that by “air condition- 
ing’? we mean the control of indoor weather. 

In addition to heat, we must today consider humidity, 
for the public is now conscious of the fact that to 
artificial heat we must add humidity if we are to obtain 
the atmospheric conditions most conducive to both 
health and comfort. But this is only part of our task, 
even in winter. Given proper heat and proper humidity 
we must also consider the cleanliness of the air we 
breathe. This means air filtering or air washing. And 
we are still short of perfection unless we further pro- 
vide for the proper distribution of air. 

Thus in winter air conditioning we have four factors 
essential to the perfect control of indoor weather ; heat- 
ing, humidity, cleanliness and distribution. For year- 
round applications we must add two more. In summer 
we must cool and dehumidify. 

A true air conditioning installation, therefore, con- 
trols indoor weather through controlling (1) tempera- 
ture, (2) humidity, (3) cleanliness and (4) air motion. 

Not all systems on the market today, traveling under 
the banner of air conditioning, will perform all of these 
functions. There is occasionally a certain amount of 
misrepresentation about them which, however, is not 
always intentional. Frequently it comes back from a 
lack of knowledge as to what air conditioning really is. 
Terms which are common within the industry are not 
yet completely understood by the purchaser. 

There are units offered as air conditioning equipment 
which will at best only add a little humidity to the air. 





"Weathermaker" air conditioning system 
installed in basement 


Favorites 


By JOHN M. BICKEL, 


Merchandise Dept., The Carrier Corp., 
Newark, N. J. 


This field belongs exclusively to no existing 
group of dealers and distributors. Those who 
succeed in the sale of this equipment will 
combine, within their own organizations, ex- 
perience in both heating and refrigeration 


‘or winter operation these will not prove satisfactory 
unless they are designed to release a sufficient amount 
of moisture into the air. 

Frequently units of this kind are offered even for 
cooling in the summer. Without going into the techni- 
calities of the subject, it is enough to remind you that 
the old saying, “it is not the heat, it’s the humidity,” is 
still correct and any unit which adds moisture to the 
air in summer only adds to our discomfort. Reduction 
of room temperature and dehumidification—removing 
water from the air—are the requirements in hot weather. 

Again, on the subject of cooling, there will be room 
coolers offered the public as air conditioning equipment. 
I have no argument with any manufacturer who brings 
out a room cooler and offers it to the public as such. 
There will be a market for lots of them, but let’s be 
sure they are not oversold. Check units of this kind 
three ways. First—will they actually reduce the tem- 
perature in the space they are serving sufficiently to be 
effective; second—will they at the same time dehu- 
midify, or as the scientific man says reduce the wet bulb 
temperature. Either one of these functions without the 
other may only increase the discomfort of people who 
buy them. The last requirement, and an important one, 
is that a certain amount of air change or ventilation be 
provided by such a unit. You cannot be comfortable in 
a stuffy room, and, without adequate air change, a room 
will become stuffy from tobacco smoke or stale odors 
unless proper ventilation is provided as it is being cooled. 

If we are in agreement now as to what complete air 
conditioning really is, and as to the virtues and limita- 
tions of units designed to do only part of the complete 
job, namely, humidifiers and room coolers, I believe it 
would be well for us to review briefly the history of air 
conditioning before we consider more specifically its 
future. 

Air conditioning is not new, unless you can call a 20 
year old baby new. For several years its chief applica- 


“From an address delivered before the N.E.W.A., Buffalo, N. Y., 
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tion was in industry. Air conditioning has revolution- 
ized many industries. Textile mills were among the 
first to adopt it because of the absolute necessity of 
controlling the atmospheric conditions under which tex- 
tiles were manufactured. It has been said that without 
air conditioning there would be no rayon industry. 
Today nearly 200 different kinds of business are finding 
use for air conditioning in one form or another. 

From industry it was but a short step to comfort con- 
ditioning. In moving picture theatres the public first 
became directly acquainted with this new science. 

Thus we have reached a point where air conditioning 
is no longer an experiment. It has proved itself over 
a period of time. The small shop, restaurant, office and 
home of tomorrow is going to be just as dependent on 
year-round air conditioning for the health and comfort 
of its occupants or patrons as was the rayon industry, 
for example, 10 or 15 years ago when only production 
was considered. 

Who is going to be the air conditioning dealer and 
distributor of the future? Will it be the same dealer 
who pioneered radio? Will it be the electrical dealer, 
the heating contractor or the refrigeration man? Or is 
it going to be necessary for manufacturers of air con- 
ditioning equipment to build up an entirely new channel 
of distribution, as was done by some of the larger and 
more successful manufacturers of household electric 
refrigeration several years ago? 

Responsibility for the answer lies not with the manu- 
facturers but with the distributors 
and dealers themselves. If each of 
you, as an individual, believes there . prongs 
is money to be made in distributing cabinet 
equipment for air conditioning, or 
for room cooling, or for humidifi- 
cation, then I believe it is up to you 
to sit down with the manufacturer 
and together decide whether it will 
be worth your while to build a sepa- 
rate division of your business to 
promote this industry. In my opin- 
ion there is no ready made dis- 
tributing organization today that 
can step out over night and capture 
this air conditioning market. 

Up to the present time air condi- 
tioning has been largely an engi- 
neering business. Those manufac- 
turers who have gone farthest in 
the industry have been equipped 
with extensive research departments 
and a corps of trained engineers to 
apply the equipment developed by them. Take the out- 
standing air conditioning jobs of the present year. 
In New York recently a million dollar contract was 
awarded for conditioning one of the buildings in the 
mammoth Rockefeller Center, or Radio City. An instal- 
lation was made in the new Philadelphia Savings Fund 
Society building where the entire 33 stories are condi- 
tioned from top to bottom. The new Metropolitan Life 
Insurance building in New York is similarly equipped 
throughout its 30 odd floors. These installations require 
not only highly specialized engineering knowledge but 
experience in proper installation as well. It would not 
pay any distributor, to say nothing of a local dealer, to 
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Hotel guest renting a portable room cooler 


set up an organization to handle the occasional job of 
this kind even if we grant that he could sell it. 

The big market of the future lies not in these particu- 
lar jobs but in the more or less standardized equipment 
now available for the millions of homes, offices, restaur- 
ants and stores. It is for the development of this field 
that manufacturers will be seeking properly qualified 
dealers and distributors. . 

It may seem strange to many that there is not a line 
of air conditioning units which can be supplied from 
the distributor’s shelf as a packaged product. Herein 
lies the danger. There is no doubt that many units 
attractive to the eye 
and pocketbook will 
be offered the public 
under the guise of air 
conditioning; units 
that are designed to 
sell rather than serve 
and on which you will 
have a fine opportu- 
nity to hold the bag 
long after their spon- 
sors are forgotten. 
We cannot over-em- 
phasize the impor- 
tance of carefully 
maintaining high 
standards of perform- 
ance to safeguard the 
public’s good will and, 
as distributors, your 
own best interests 
over a period of time. 

In terms of the 
distributor who will 
maintain these stand- 
ards by selling only 
properly engineered 
products, at prices 
commensurate with 
the service expected 
from them, there is 
no question but that 
the manufacturer is 
already prepared to 
meet any demands the 
market may make 
upon him. The manu- 
facturer is not ready 
for over-the-counter 
business, and those of 
you who are looking for that kind of merchandise to 
replace a declining volume of radio or similar package 
lines are, I am afraid, doomed to disappointment for 
some time to come. 

Air conditioning breaks basically into two broad divi- 
sions; heating and refrigeration. It is the combination 
of the two in varying proportions which gives us air 
conditioning. 

We can find already existing plenty of dealers trained 
in the heating field—many of them with specialty selling 
experience, such as local oil burner dealers and heating 
contractors. We can also find dealers trained in com- 
mercial refrigeration and for them (Turn to page 32) 
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“Displaymobile”’ 


Gets Publicity 


for Harry Moll’s Dealers 


Harry Moll, Inc., specialty distributors of Denver, carry 
their complete line to the dealer in a specially designed 
bus. Equipped with a public address system, it is also 


O longer is it necessary for 
N the salesmen of Harry Moll, 

Inc., Denver distributor of 
Clarion radios, Gibson refrigerators, 
Hammond clocks and Cooper tires, 
to “pack a catalog” and sell their dealers from pictures. 
A completely equipped “Displaymobile” carries Moll’s 
entire line right to the dealer’s store. No deliveries are 
made from the bus, however. The dealer is invited inside 
the big white, red-lettered “Pullman” and finds himself in 
a well-lighted, sound-proof demonstrating room where he 
can “see, hear and feel” all models in the line just as he 
would had he spent the time and money necessary to make 
a personal trip to this distributor’sheadquarters at Denver. 


used for broadcasting in front of the dealer's store 


This demonstration bus was especially built to Harry 
Moll’s own specifications by the Scott Auto Body Co. 
of Denver. It is mounted on a Dodge chassis of 165 inch 
wheel base. This portable sales room is 16 feet long, 
seven feet wide and 74 inches high. A seat extends 
across the back, the width of the bus, which will readily 
accommodate five persons. All upholstery is in Spanish 
leather of a dull red color, harmonizing with the two- 
tone brick and gray Axminster carpeting. Windows are 
curtained with a gray figured damask and 
mirrors are located over the driver’s seat, over 
the windows and in the panels between them. 











The bus is equipped with a public address 
system. The amplification system together 
with an automatic phonograph is housed in 
the large box shown at the right in the illus- 
tration. The smaller box at the left contains 
advertising supplies. Gibson refrigerators 
have been added to the display since this 
photograph was taken. 

When the bus drives up to a dealer’s store 
a crowd invariably congregates. Using the 
microphone, the salesman proceeds to broad- 
cast some local “patter,” boosts the home town 
and the local dealer, tells of the merits of his 
merchandise and then invites the crowd into 
the dealer’s store for a demonstration. While 
on the road a running broadcast is main- 
tained from “Station MOLL” for the benefit 
of passing traffic, the driver operating the 
loud speaker while the bus is in motion. 

In nearly all of the smaller towns visited 
the newspapers eagerly sought interviews for 
publication. Of course, in all these interviews 
mention was made of the local dealer and of 
the lines distributed by Harry Moll, Inc., thus 
securing the sort of publicity which could 
not be duplicated through paid advertising. 

Mr. Moll reports great success with his 
new method of selling and plans to have the 
Displaymobile cover his entire territory, in- 
cluding the states of Colorado, Wyoming, 








20 


New Mexico and parts of South Dakota. 
ELECTRICAL WHOLESALING 


BS TA pS as F< 


Da NEN 


0d aa Tae: 


Bis eS ei atin tt a PO 






= Ww PEMmwlr = 


on 








Frank Edwards 


merchandising activities. It is not used in the polite 

sense, along with other everyday admonitions such 
as “Take off your hat on entering”’—“Greet the cus- 
tomer with a smile’—‘“Don’t spit on the floor” etc. 
It is used in quite a different sense, and I can best 
illustrate the meaning by citing an actual example from 
our past experience in the radio field. It is fairly typical 
of what is coming up every day in merchandising to 
the dealer. 

There was a certain dealer in a town whom we had 
wanted for a long time. We knew that he had a fine 
trade and was giving a competitor a handsome volume 
every year. We went after this dealer with a definite 
plan in mind and were willing to work long and care- 
fully to that end. The weak point at which we decided 
to hammer was the work of the salesman of the other 
distributor. 

From careful investigation we found that this sales- 
man was of the kind that would go in and glad hand 
the dealer, say a few things about his line, perhaps, and 
be on his way. He had had the business so long, and 
not being of the creative sort anyway, he felt that this 
kind of “selling” was all that was necessary. 

Presently, then, our salesman began to call upon this 
dealer. He did not go in with any great front, or even 
suggest that the dealer take on our line of sets. The 
dealer was almost cold at first. Our man told him, how- 
ever, that he was not there to bother him about orders, 
but that he had plenty of time to give in cultivating the 
acquaintance of all the better dealers and incidently, 
from time to time helping them, if he could, out of the 
experience of our company as a distributor. 

Pretty soon, on one of his calls, they got to talking 
about window displays and their pulling power. Our 
man pointed out how important they were, and explained 
that our company employed a man who did nothing but 
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Toe above title has become almost a slogan in our 


Salesman- 


Close That Door! 


A policy which helps the radio dealer to create bus- 
iness and make a profit and also effectively closes 
his door to the salesmen of competing wholesalers 






By FRANK EDWARDS 


President, The Frank Edwards Co. 
Salt Lake City, Utah 


help dealers with their windows, and said that he would 
be only too glad to have this expert come in sometime 
and work up something for this dealer’s windows. It 
did not make a bit of difference, he said, whose radio 
set was displayed, the window was the thing. This 
brought a warmer reception and it was not long before 
we had the window man there and the results were more 
than pleasing to the dealer. 

Soon after that our salesman got to talking about 
tubes. He showed the dealer a little stunt in the stock 
room, whereby the various sizes and kinds of tubes 
could be arranged in stock so that he could see almost 
at a glance what he was low on and what he was over- 
stocked on, without consulting the records. Day by day, 
quick inspection gave him the necessary warnings so 
that he could keep his stock at all times on the most 
economical basis. This so pleased the dealer that he 
gave our salesman an order for tubes, and soon we had 
all of his tube business. 


P to this time nothing had been said about sets. But 
the time seemed to be ripe, so the salesman men- 
tioned that there was one of our models that he thought 
would go particularly well in that town. “Not,” he said, 
“with any idea of displacing the line which you now 
carry, which is a good one. What we would like to do 
would be to send one of these models down, and if it is 
sold both of us will be ahead. If not, we will be glad to 
take it back, and there would be no risk on your part.” 
The dealer readily agreed to this and a set was sent 
down. As was expected, it soon sold and we had another 
on hand immediately to take its place. In a short time 
we had a fairly representative line worked into the dis- 
play. Then the competing salesman woke up. 

He went to the dealer and accused him of all sorts of 
things, including disloyalty to the firm who had served 
him so long and so well. Then it was, the dealer told us, 
that he had reared up and said: “What have you ever 
done for me? These other people came here and helped 
me and showed me how to merchandise. Since you think 
yours is the only set that I can (Turn to page 32) 
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Strengthening the Sales Force 


of the Dealer 


cal merchandise have been placed—and doubtless 

will continue to be placed—with retail sales peo- 
ple who simply “wait on” buyers. But most of us have 
come to think of the typical electrical sale as being made 
by a man who creates his business. Certainly this is the 
sort of selling which the electrical wholesaler needs to 
encourage, no matter whether the prospective buyer 
comes into the store or is found by the salesman in office 
or home. 

Yet every retail dealer and every wholesaler must face 
the fact that the sales organization which isn’t in urgent 
need of either more or better salesmen—or both—is 
rare indeed. 

What wholesale representative has not heard this fact 
bemoaned by dealers and retail sales managers? Who 
has not seen sales people employed carelessly, particu- 
larly where they work on commission and “the house” 
is not supposed to be “out anything” if they fail? 

Who has not heard employers detail the shortcomings 
of “these damned salesmen”? But how many managers 
realize that for every failure of a salesman there is 
some place where the boss has failed in living up to his 
own responsibility? He selects and employs. He trains 
and directs. If salesmen fail wherein has the manage- 
ment fallen down? 

And if the retail sales management falls down, where- 
in has the wholesale representative failed? Certainly 
he fails in one respect if he has no constructive ideas 
about building and strengthening a retail sales force. 

In the limited space permitted for this discussion it is 
only possible to suggest a few points of view which have 
been helpful to others in dealing with three of the prob- 
lems involved : 

(1) Finding and employing salesmen of the required 

calibre. 

(2) Reducing turnover among desirable men already 

employed. 

(3) The compensation plan. 

In addition to these three, there is a fourth factor— 
i.e. helping the retailer in train- 


A GOOD many orders for certain types of electri- 


By DAVID R. OSBORNE 


Sales Training Director, Studebaker Sales Corp. of America 


Author of "Self Management in Selling" 
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If a dealer's sales force falls down, wherein 
has the wholesaler's salesman fallen down? 
He has certainly failed unless he has offered 
that dealer constructive ideas for strength- 
ening his sales organization 


agement. But the task is seldom as difficult as it is made 
to appear. It is mostly a question of how the manage- 
ment approaches the problem. 

Suppose, for example, that a dealer handling electric 
refrigerators knew of someone who was going to buy, 
say, a hundred of them. He would sit up nights— 
wouldn’t he?—trying to figure out how he might get 
the order. He would sharpen his pencil. He would 
hound the trails of architect, contractor and owner. 

All of which is, of course, as it should be. A hundred 
refrigerators is a nice order! 

But suppose that some dealer needs a salesman who 
can sell a hundred refrigerators a year. Will he spend 
as much time locating that man and selling him a job? 

The right man may be found in the dealer’s own field 
—either in a non-selling capacity in his own organization ; 
or, perhaps, with a competitor. Or he may be found 
selling some other type of product. Or he may have had 
no previous sales experience. 

There are plenty of examples of good salesmen being 
secured from all three of these sources. No one has yet 
been able to work out any hundred per cent formula for 
separating the sheep from the goats, but any sales man- 
ager, be he with dealer or wholesaler, can avoid ex- 
pensive mistakes by: 

(1) Thinking through and putting down in black and 
white as complete a list as possible of the things his 
salesmen must do if they are to make good—in other 

words, make a thorough analysis 











ing his salesmen. This will be 
covered in more detail in the 
December issue of ELECTRICAL 
W HOLESALING. 


An Important Announcement 


or set of specifications for the 
job. 

(2) Following the same pro- 
cedure in listing the qualities 


There will be no implication Wil Appear in which the salesman must possess 
here that locating and employing THE DECEMBER ISSUE to do that job well. 
salesmen of the desired type is - (3) Making a conscious effort 


easy. There is no doubt about 
its being a real challenge to man- 
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All of this sounds very simple and obvious—but how 
often is it done? How many employers of salesmen 
keep their eyes open every minute, and never pass up 
a chance to get any good producer who comes into view? 

The chief “specification” of one of the most success- 
ful retail sales managers employed by any of the Stude- 
baker distributors is that the applicant for a selling job 
should be the sort of man who is “hungry for money’”— 
who is not satisfied with just “making a living,” but has 
a craving for cash that keeps him going full steam ahead, 
regardless of any outside stimulation. Do you consider 
this important? Suppose you make your own “job 
analysis” and list of the salesman’s “specifications” re- 
quired to do that job—both for a retail selling job and 
for your own. 


FTER the “right sort” of man is found and hired, 

comes the problem of holding him and making the 
association mutually satisfactory. And this problem is a 
difficult one. The turnover of retail sales forces is one 
of the most expensive single items in distribution. 

Obviously, the most important remedies are of a pre- 
ventive nature, first applied during the hiring process. 
For example: selling the salesman on the market for 
and the salability of the product and on the standing of 
“the house’; avoiding over-selling, either on markets 
or potential earnings; making clear from the beginning 
the salesman’s own responsibility for his success. 

It is easy to assume that these simple preventives 
against the expense of losing good salesmen are being 
used by all dealers in your territory, but are they? 

Even more important, perhaps, is the adoption of a 
compensation plan which will serve both to attract and 
to hold the better salesman. In this direction more 
and more dealers are giving serious thought to the prin- 
ciple of the sliding scale to reward salesmen in propor- 
tion to their value to the business, and to give them an 
incentive for bringing in the largest possible volume 
each month. Such a 
scale is designed to 
pay the good producer 
a higher rate. 

The rate of com- 
missions will naturally 
depend on the nature 
of the business, but 
suppose the sliding 
scale begins at 5 per 
cent on the first unit. 
The second sale in the 
month would then 
yield, say 5.25 per 
cent, the third 5.50— 


and so on until a rea- 
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Lawrence R. Hills training 

retail salesmen at Rex 

Cole's refrigerator institute 
in New York 


sonable maximum was reached. The increase can be 
made retroactive or not, as the nature of the business 
and the profits may permit, but at the beginning of the 
next month the rate drops back to 5 per cent and starts 
all over. 


Thus the man who is willing to work and who is a 
good salesman is automatically rewarded in higher pro- 
portion than the fellow who is satisfied just to “get by”, 
and who requires more supervision and more help in 
closing. 

A few weeks ago the writer spent a few hours with 
dealers in two cities that were less than a hundred miles 
apart. They handled the same product. Business con- 
ditions were just about as nearly identical as it would 
be possible to find. There was little to choose between 
the financial strength of the two men or the location of 
their stores. 


One dealer reported sales as “rotten”. He had two 
salesmen. Both of them were in the dumps. Neither 
was a worker. Each salesman tried to find an oppor- 
tunity to give me the confidential “low down” on the 
unfairness of the boss. Profits were nil—or less. 

The second dealer had five salesmen. All were en- 
thusiastic. All were busy. Sales were good. And when 
[ commented on their loyalty the sales manager offered 
to buy me a hat and suit of clothes if I could get any 
one of the five to say a disparaging word about him or 
about the business. Profits were reasonably good. 


Almost all of the great difference between these two 
dealers lay in their respective attitudes towards the em- 
ployment, the training and the direction of the daily 
activities of salesmen. 

Isn’t the extent to which the wholesale representative 
could help in bringing about an improvement in the first 
dealer’s organization a vital, important factor in any 
gauge of his value to his employer and his worthiness 
when promotions are considered ? 
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The Price of Price-Panic 


Japanese Christmas tree lamps reduce profits 
for wholesalers and dealers, cause the public to 
use more current and are responsible for over 
two thousand American workers losing their jobs 


4 


HEN a factory in Buffalo shut down the other 

day and tossed another 300 workers into the 

economic discard, nobody paid much attention, 
but this particular 300 were workers in a miniature lamp 
factory. They supported, on the average, a little better 
than two dependents each. The total number of mouths 
to feed, bodies to clothe and noses to keep from freezing 
totaled just an even thousand—and the source of their 
groceries, raiment and B.t.u.’s was a miniature lamp 
factory. 

The miniature lamp business had been sailing along 
on an even keel. While sales of electrical equipment to 
central stations and industrial 
plants had sloughed off like the 


amounting to considerably over two and a quarter mil- 
lions of dollars during 1932. 

It is a fallacy to say that, if Americans can’t make 
lamps as cheaply as the Japanese, it’s just too bad for 
the American lamp makers, and that the American public 
is entitled to buy in the cheapest market. As a matter 
of fact the “saving” in the purchase of these foreign 
lamps is almost equal to the resultant loss in American 
wages. Every dollar “saved” only makes the depression 
just one dollar worse. 

These cheap foreign lamps have been on our market 
for years. In the matter of Christmas tree and other 
miniature lamps, normal impor- 
tation has been about 20 million 











odds on the Cubs after the third 
game of the World’s Series, the 
sales of lamps had been holding 
up in good shape. 

Now let’s bring the wholesaler 
into the picture. Something like 
half of all the lamps sold in this 
country pass through the hands 
of wholesalers. They absolutely 
control the situation. If, as a 


NEXT MONTH — 
AN IMPORTANT 
ANNOUNCEMENT 


will Appear in 
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a year. This volume didn’t seem 
to bother anybody very much be- 
cause there are normally only 
about so many “cheap John” 
store keepers catering to “cheap 
John” trade, and the electrical 
industry pretty much ignored 
these fellows. But along came 
the depression—and with it price 
panic and a wild scramble for 











group, they should say, “We will 
buy only G.E. lamps,” they would 
thereby put G.E. so far ahead of competition that there’d 
be a Senatorial investigation the next week. If they 
should say, “We will buy nothing but independent 
lamps,” the independents would be atop of the world 
overnight. And similarly, when they say, as many of 
them did say this year, “We will buy those lousy lamps 
of the Nipponese,” they thereby shut down a number 
of American lamp factories with a loud bang and add 
many hundreds of their fellow-citizens to the miserable 
army of American job-hunters. 

The exact figures are interesting. Due to depression 
fewer than 1000‘employes of American lamp manufac- 
turers are out of work. But due to the importation of 
Japanese and other foreign lamps, 1595 employes of 
American lamp factories are on the streets today. At 
the present rate of importation the number will be more 
than 2000 by the end of the year, with loss of wages 


cheap Japanese Christmas-tree 

lamps with purchases this year 

of more than twice a normal year’s consumption. 
And with these consequences: 


HE wholesaler loses money because his dollar volume 

on Christmas-tree lamps is practically halved. He won’t 
sell any more cheap lamps than he would have sold of 
lamps priced to meet the level of American wages, 
because the total sale of Christmas-tree lights scarcely 
fluctuates from year to year. 

His retailers will lose money this year for the same 
good reason—dollar turnover will be halved while they 
have to buy, sell, wrap and deliver the same old number 
of units. 

The public loses money, because the cheap lamps use 
more current. 

And the American workman loses his job! 

This last is the terrible price of price-panic. 
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Miller Sunlites installed separately 

from the regular lighting units at 

Grove St. Public School, Provi- 
dence, R. |. 


Sunlamp Fixtures Have Been 


Sold To— 


Schools 
Hospitals 
Barber Shops 
Beauty Parlors 
General Offices 
Private Offices 
Swimming Pools 





! Gymnasiums | 
| Poultry Farms | 
| Miller Sunlites in : 

> Albert's Beauty Studio, Sandwich Shops 

' Newtonville, Mass. Restaurants 


Night Clubs 
Grocery Stores 
Wakefield Sunlamp in Barber : 
Shop, Westlake Hotel, Cleve- Fruit Markets 
sae Drug Stores 
Apartment Houses 


\y 











e 

t Westinghouse Violette Adapters | Hotels and Homes 
attached to standard lighting units 

f in Lowenstein's Grocery, Cincinnati 

y 

y 

e 

y 
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Electragists Discuss the Wholesaler 


at Kansas City Convention 


Much occurred to interest the elec- 
trical wholesaler at the 32nd Annual 
Convention of the Association of Elec- 
tragists, International, held at Kansas 
City, Mo., October 10 to 12. 

The Trade Policy Committee de- 
scribed its report as “a call to arms”. 
Manufacturer, wholesaler and_ utility 
were each accused of policies unfair to 
the electrical contractor. The report 
stated : 

“During this period (of economic 
disorder) the distributor, manufacturer 
and central station have failed to excite 
an unusual amount of admiration by 
their practices, some of which have 
become alarming. 

“Many distributors have lost their 
sense of proportion. Indiscriminate dis- 
tribution now seems a settled policy. 
As the contractor-dealer’s purchasing 
power diminished the doors of whole- 
salers warehouses have been thrown 
open to all who cared to enter. As the 
demand for standard approved wiring 
material slackened, wholesalers offered 
non-standard, unapproved merchandise, 
whose only recommendation is price 
appeal. Credit gambling has become the 
thrill of the era. The mortality budget 
among contractors has been more than 
balanced by the cultivation of a new 
crop.” 

Specific complaints were also lodged 
against manufacturers and utilities, and 
in an effort to initiate steps toward a 
remedy, definite points were raised for 
consideration by the N.E.L.A., N.E.M. 
A. and N.E.W.A. 

The N.E.W.A. was urged to “work 
for better understanding on policies of 
distribution, particularly: (a) arrange 
for studies of changing distribution 
conditions affecting wholesaler and con- 
tractor-dealer ; (b) correct unfair credit 
policies which place a premium on in- 
competency and financial unreliability, 
and (c) cooperate in an effort to purge 
the market of sub-standard and un- 
approved materials and devices.” 

The report pledged the support of 
the A.E.I. to all constructive measures 
for sound industry cooperation includ- 
ing : 

“Urging contractors and dealers to 
recognize the fundamental economy un- 
derlying the established channels of 
distribution. 

“Prevailing upon the other groups in 
the industry to abandon such practices 
as customer competition, indifference to 
trade relations, credit abuses and the 
promotion of sub-standard materials. 


“Promoting the idea that the branches 
of the industry are inter-dependent and 
that enduring benefits can materialize 
only by an acceptance of this prin- 
ciple.” 


Competition from Wholesalers 


“Business policies and practices that 
contribute to the high cost of distribu- 
tion” were treated in a paper prepared 
by a committee of California Electra- 
gists. After discussing sales policies of 
manufacturers and central stations, this 
paper stated: 

“Wholesaling, according to a new 
concept of distribution, should be the 
agent of the dealer instead of the manu- 
facturer. Certainly such an arrangement 
would return more tangible benefit to 
the industry than the present arrange- 
ment wherein the wholesaler passes on 
to the dealer and contractor the policies 
as well as the products of the manufac- 
turers. Were the reverse true there 
might be some knowledge of distribu- 
tion costs and necessities transmitted 
back up the line to the producers, and 
the sales-minded drive to get rid of 
products no matter what means are 
needed to force them on the market, 
replaced by a more sensible business 
adjustment of production to distribu- 
tion. 








A Good Friend of the Wholesaler: 


I, A. Bennett, vice-president of the Na- 
tional Electric Products Corp., Pitts- 
burgh, who addressed the electrical con- 
tractors’ convention at Kansas City on 
the subject “Where Are We Going and 
What Must We Do to Get There?” 


“As it is the pressure upon whole- 
salers from the producers of goods is 
such that they are forced into competi- 
tion with their dealers in many ways. 
The associated wholesalers, for example, 
feel as a matter of principle that the 
organized contractors should give them 
a preference. Yet this does not go very 
consistently with sales policies that re- 
sult in the wholesalers dealing direct 
with industrials, big buildings, schools, 
institutions, etc. When viewed impar- 
tially, how can a wholesaler expect con- 
tractor support while bending every 
effort to encourage industrials, office 
buildings and others to establish an elec- 
trical department and do their own in- 
stallation work? 

“From a purely economic basis alone, 
it is too costly to wholesaling to en- 
deavor to cover all classes of trade by 
duplication of the efforts of its dealers. 
Established policies as to classification 
of trade and a determination of which 
classes should go through contractors 
and motor dealers would materially re- 
duce wholesaling’s overhead costs. Stud- 
ies have already proved this to be true. 


“Frequently the wholesaler may pro- 
tect his friendly contractor, but consid- 
ers it ‘open season’ to cut prices and bid 
direct if some other contractor is on the 
job. The result is just the same as if no 
protection were given anyone, for the 
wholesaler’s friendly contractor is bound 
to be caught in the cross fire of his com- 
petitor’s friendly wholesaler. It is no 
wonder that much contractor support 
has been thrown to the small inde- 
pendent wholesalers. 

“When the manufacturers, wholesal- 
ers and central stations provide adequate 
margins, and limit their activities to 
their natural fields of endeavor, they will 
be able to lean on us and other mer- 
chants for distribution. Then we will 
make use of our local friendships and 
personal contacts, our home town estab- 
lishment and our intimate knowledge of 
the people we serve and the market they 
represent, to sell the products and ideas 
of our associates in the industry. Then 
we will have sound credit, a recognized 
standing in our community, will main- 
tain creditable places of business, will 
co-operate satisfactorily, do our part in 
advertising and promotion and carry 
adequate stocks.” 


Vv 
A.E.|. Becomes N.E.C.A. 


It was unanimously voted to return 
to the old name under which the Asso- 
ciation of Electragists was originally 
organized 31 years ago, that of the Na- 
tional Electrical Contractors Associa- 
tion. The trademark “Electragist” will 
be retained for use by the members as 
identification of their membership in 
the N.E.C.A. 


= Sema aainentvtes 


ee Set 


pena 





q 


1 RE 


By 
a 










November, 1932 








ELECTRICAL WHOLESALING 27 





BUSS 









50% OVERLOAD 











How It Works 


Lag plates are attached 
to the center of the link. 
So that these lag plates 
do not increase the carry- 
ing capacity of the link 
too much, an extra re- 
duced section is provided 
in the center of the link. 
As a result the lag plates 
serve only to conduct 
away and temporarily 
store some of the heat 
generated in the weak 
spots, so that it takes a 
longer time to get the 
weak spots heated  suffi- 
ciently to blow. 

Thus a time-lag far 
superior to any other fuse 
is obtained. 
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Blowing Time of 

BUSS SUPER-LAG 

Fuse Compared to 
Other Makes. 


These charts show re- 
sults obtained in tests 
made by Electrical] 
Testing Laboratories of 
New York as reported 
by them August 25th, 
1930, on the 200 am- 
pere 250 volt size. 30, 
60, 100, 400 and 600 
ampere sizes as_ re- 


BUSS 


ported by them show 
similar results. 

Blowing times shown 
on one overload are not 
comparable with those 
at other overloads be- 
cause a different scale 
is used on each chart 
for convenience in com- 
paring results. 





150% OVERLOAD 





Why Try to Sell 1915 Model Fuses 


in a 1932 Market 


When this MODERN FUSE will make you more 
PROFIT—because it saves the user money? 


Why shouldn’t you use this modern fuse to 
“buck” the present buyers’ market? 

You know how buyers are looking for places 
to SLASH COSTS—how they want to “stop 
leaks” and increase operating efficiency—how 
they want to avoid needless shutdowns that 
increase overhead cost and wreck operating 
schedules. 


When you talk to them of the BUSS SUPER- 
LAG Renewable Fuse you are showing them a 
way of combating the temporary or harmless cur- 
rent surges that occur, at times, in all electrical 
circuits. Here is a fuse that has a time-lag long 
enough to carry many of these harmless over- 
loads. It prevents many costly out-of-service 
periods. 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 


A Division of the McGraw Electric Company 


WHY NOT START MAKING NEW SALES TODAY? 


On your next call why not do the simple and 
practical thing and tell fuse users of the advan- 
tages of this modern fuse? Get them to give it 
a thorough trial throughout their plant. Even 
the first cost is no more than that of old fash- 
ioned fuses and at the end of the year they can 
check up and see how operating efficiency has 
been increased because much needless blowing 
of fuses has been eliminated. 

On the BUSS discount sheets, in your binder, 
you will find a concise sales story for your use. 
If you would like more complete information, 
ask your Sales Managers to write for “The 
Story of the BUSS SUPER-LAG Fuse” put up 
in handy booklet form for your use. 


FUSE 
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Many Wholesalers Report Better Than 
Seasonal Improvement 


Early in October ELECTRICAL WHOLE- 
SALING wrote to both electrical supply 
wholesalers and specialty distributors 
and asked them “How was your busi- 
ness in September? How do things look 
for November and December ?” 

Forty-five per cent of the wholesalers 
who replied reported that they had al- 
ready felt a better-than-seasonal increase 
in their own sales and that they looked 
for continued improvement during the 
balance of this year. The following re- 
ports are typical and show that the 
“bright spots” in the industry are by no 
means confined to a single section of 
the country. 


“Net sales for September increased 
nearly 25 per cent over August, or 10 
per cent better than our normal seasonal 
increase. This was the first consistent 
increase during each week of the month 
which we have experienced this year. 
We expect November and December to 
show much more than the usual sea- 
sonal improvement.” 

M. A. HartLey Anp Co. 
Staunton, Va. 

“Stock orders from contractors and 
dealers are much more noticeable. Sep- 
tember exceeded August by 20 per cent. 
We are confident that November and 
December will show a very marked 
improvement, especially in retail lines. 
Our salesmen who are now selling from 
sample trucks, are doing much better 
than we anticipated. We are all very 
enthusiastic about our fall business.” 

Grasco Exectric Co. 
Kansas City, Mo. 

“The number of our customers has 
increased and we expect a slight im- 
provement immediately followed by the 
best December we have had in over five 
years.” 

SAGER ExLectric Suppiy Co. 
Salem, Mass. 


“Our September sales were 32 per 
cent ahead of August and 20 per cent 
better than September of last year. We 
expect further improvement in Novem- 
ber and December.” 

PENN ELectricAL EQuIPMENT Co. 
Scranton, Pa. 

“September was the first month this 
year to equal the corresponding month 
of 1931. We expect that our sales for 
the final quarter will equal or exceed 
those for the same period last year.” 

C. S. Mersicx Co. 
New Haven, Conn. 

“Our business is better with indica- 

tions of continued improvement.” 
BLAINE EL ectric Co. 
St. Paul, Minn. 


“Our sales for September showed a 
40 per cent gain over August. We look 
for quite an increase in business in 
November and December.” 

RoBERTSON SUPPLY Co. 
Orlando, Fla. 

“September, 1932, went ahead of 
September, 1931. The immediate out- 
look is very promising.” 

E. R. Beers Evectric Co. 
Bloomsburg, Pa. 

“Our business has been better since 
August.” 

AMERICAN ELEctric Co. 
St. Joseph, Mo. 

“Our business is considerably better 

than it has been for some time.” 
Mipwest E ectric Co. 
Minneapolis, Minn. 

“September showed a 20 per cent in- 
crease over August. The outlook is 
much better.” 

HucGues-Peters EvLectric Corp. 
Columbus, O. 

“September was better than August 
and things look bright for the rest of 
the year.” 

JosepuH Kurzon, Inc. 
New York City. 

“Our business is very much improved. 

September sales were the best for sev- 








Beers Electric in New Building: A new, 
three-story, fireproof building has been 
erected by the E. R. Beers Electric Co., 
Bloomsburg, Pa., on the same site as oc- 
cupied by the company’s old quarters 
which were razed. The new building 
contains 10,250 sq. ft. of warehouse space 
and 2,350 sq. ft. of pipe warehouse. There 
are two display rooms for the showing 
of appliances and fixtures, one on the 
ground floor and one on the third floor. 


eral months. The outlook is very prom- 
ising.” 
HARDWARE Propucts Co. 
Sterling, Ill. 
“Business is good.” 


Denver, Colo. Harry Mott, Inc. 


“September was 10 per cent better 
than August and we expect more than 
seasonal improvement from now on.” 

HARDWARE AND Suppty Co. 
Akron, O. 


“September was our best month so 
far this year. Sales were a little better 
than for the same month last year. We 
expect our business for the rest of the 
year to be equal to or even better than 
for the same period in 1931.” 

Elgin, Ill. Fox Etectric Suppry Co. 


“Our volume was much larger in 
September than in August. Immediate 
prospects are considerably better.” 

SOUTHERN New York 
ELECTRICAL Supply Co. 
Binghamton, N. Y. 


“Our September sales were 30 per 
cent ahead of August and October thus 
far shows good results.” 

LinpLEY ELEctric SuppLy Co. 
Philadelphia, Pa. 

“September was ahead of August and 
we expect November and December to 
be the best months we have had in a 
long time.” 

Coast Etectric Co. 
San Diego, Calif. 

“Our business improved in September 

and things look much better.” 
BLUEFIELD HARDWARE Co. 
Bluefield, W. Va. 

“Improvement in September with 
good prospects for November and De- 
cember.” 

STANDARD WHOLESALE ELectric Co. 
Los Angeles, Calif. 

“Our sales gained 10 per cent in Sep- 
tember over August and we look for 
further increases each month.” 
Peoria, iit UNIVERSAL Etectric Co. 


“Our September sales exceeded Au- 
gust by 30 per cent. Things look better 
for the balance of the year.” 

CrESCENT ELectric Co. 
Detroit, Mich. 


“We look for a decided improvement 
from November 10 on.” 

SPRING AND Buck.Ley EL ectric Co. 
New Britain, Conn. 


“Business has picked up with us dur- 
ing the last 20 days.” 
KIEFER ELEctric SuppLy Co. 
Peoria, Ill. 


“Since the early part of September 
we have experienced both an increase 
in number of orders and in number of 
active accounts.” 

ReQua ELectricaLt Suppty Co. 
Rochester, N. Y. 
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es Three million of ’em! 


DurRinc the past two years vacuum cleaner sales have fallen far j 
behind wear-outs. More than a million cleaners are more than Here $a plan to replace them 
nine years old—ready for discard. Two million additional are 
over seven years old—practically worn out. Millions more are 
approaching similar decrepitude. 

“The U. S. market can absorb 1,300,000 new cleaners yearly 
—twice as many as were sold in 1931,” says an investigator. 
Have you thought about this tremendous reawakened market? 


The need of a new vacuum cleaner can easily 
be proved to any housewife 


On an uncleaned rug—in store or prospect’s home—let the 
dealer place any normally used cleaner over seven years old. 
With a new Hamilton Beach alongside, the respective cleaning <= 
qualities make the need of a new cleaner instantly, glaringly 
apparent. . . . And the Hamilton Beach will sell itself more us 
quickly than any other. 

Its retail price of $39.90 is the lowest ever offered for so much 
power, beauty and service. Its heavy suction and motor-driven 
brush get deep-down dirt. Its gentle beater-sweeper action is 
kind to rugs. Its large dirt capacity, streamline nozzle with 
seven-position adjustment, fool-proof belt, blue-and-gray checked 
bag, are other features combining attractiveness, efficiency, 


long wear—matchless value. 


Consumer wake-up material for your dealers 


We’ve some timely new window display cards and hand-out 
literature emphasizing the ineffectiveness of old cleaners and 
the swift, thorough work of the Hamilton Beach. And remember: 
Hamilton Beach products are distributed on a clean-cut jobber- 
dealer policy, with constant aim toward 100% price maintenance 


and full profit for all. The Hamilton Beach Manufacturing 


Company, Racine, Wisconsin — Subsidiary of Scovill Mfg. Co. kag S) 
HAMILTON BEACH ~~ 








Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 





























































































































































































































































































































Zone | Zone 2 Zone 3| Zone 4| Zone 5 | Zone 6| Zone 7| Zone 8 | Zone 
COMMODITY ~ ~ ~ cs .|t cs ~ a cs 
o|+| 5] 3] +1 5| 8] =] $1 81-3] 8] 8| 4 5| 3] +] 5] 3] =| $| 8] 5] S| 81) § 
Sl Fl eld Fl elol] az] L]d| FZ] Lo) ej Ljolf/cjoj ej ejole/ejojeie 
epee sensi one Fair Fair Fair Poor Poor Poor Fair Poor Fair 
Conduit . O15i1lolslotit}1]2}2)512}0]4)/510]0)3);0)4)3 70) 1) 3 11332 
Conduit Fittings, Boxes, Accessories} 0 | 5| 110 | 9 slilii2yri 74 {o;4)47010}310}5;270)0)3])1)5)2 
Fuses O}5ie@}2\0;/6l1}1}2]0]10;/9}2/2) 47/0; 1) 2);0) 6) 140) 2 210/72 
Miscellaneous Supplies ..............----- olsiifol4latr}1}2t2)/ 8} 812) 3/470; 2/270) 7;/0);0; 1); 271 si2i. 
Safety Switches & Panelboards........ 0131/31/215/910;/2;/2111/7/1/9]114/3]70/0/3)/0)5)2]0) 1) 3 1/5/21 
Tools ......... o}2/31ol1/8}o}o}1]0}0|12}0/2);5]0;0)310)/0)510)0)4 0/0|6 
Wire & Cable 01/5/1130} 4fol2}1]o0]10/9]1}31/37;0)1)310)4)3 70/2) 2 1/5] 2 
Wiring Devices .. 0/4/21/0113)4]0/2/21/0}9}9]0;}3)/5]0/0)/3);0}/6/1)0/2)2 0)6)2 
Outside Construction Materials......| 9 | 0 | 4 | 0 | 3 W]oO}1{o}2{;0}0,0}1}7;0) 1) 210121410} 0)4 0| 1} 6 
B—EQUIPMENT & APPARATUS Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Industrial & Commercial Lighting 
Equipment 01/31310'8/8}]0\0/210|3113/0}1/670/0)3)0/2)5 }0)1}-3 0/5)2 
Motors & Control ololsi1)4iosyolol2t1{2ir7o}2)510)01/3)70)1)6 10/0) 3 0) 3) 3 
Switchboards & Accessories ...........- 01114101 4]100}/0/0/2)/0/1112}/0}/0)8}0}0)3)0)] 0) 6 O10} 24s et ~& 
Telephone & Signal Equipment........ o}2/2}/0!11113}/0}/0)/210/0)8}0}0;71/0)0)/21;0)0)6 10/0) 2 0;114 2 
Commercial Equipment ............-------- O1ol4lolzololo;2;o;2/91 1 /O;570)1);27;0);1)4 70/0) 370) 1 3 
Industrial Equipment ................------- Ool1}3lol4islol1jof;ol}t{8]0/0;6]0/0)310/0)31]0;/0)2);0/0)2 
Ventilating & Air Conditioning 
Equipment ol2\4lolsislolriirfololizjo;2;5};o012; 170; 1])5 ]0/0;2140)0 3 
C—APPLIANCES AND SPECIALTIES | Poor Poor Poor Poor Poor Fair Poor Poor Fair 
Counter Merchandise ............-.-.------ rlo5iti2ini2i113i1i4i{3 {213/270 3 /1]2{5) 170) 3/1)0/ 8) 0 
Electric Clocks 01315101413 1/0/0/310| 2113/0; 1;/6]0/2;/11/0)2/6)0)0) 4 0/4) 4 
Fans ... Olol710/11510/01510|2114]1}0;610/0)3)0)0/6)0) 0) 3 0/}3)5 
Heating Appliances .............------------ 1i4l2tololz7{o}2/2]}2/9]6]0;5]) 210} 2/2)0)/5)2 70]; 1) 140) 6) 3 
Incandescent Lamps ..........----------+-+-+- ria4taiainla2tr irs real d aya; 7p opr] 27,072; 4;0 fr, 27271 7|0 
Oil Burners Olri2ziolri4folr olol}1{2}{o0;o0}170};0)/0);0;0;1);0) 1/0 0;0;2] . 
Radio Ol5si13121/ Slo lilt 2413/4] 62/3; 2/0O]; 4} 17 tj 2)5 70); 2) 171 31313 
Ranges & Water Heaters................ Olol4s4lolololi iri 1 {Ol 2;e];o; 1} 6f;ol; 1} 27;0;1)570)2)2 ol1;6o|~ 
Refrigerators Ol2\6lol3ieflo0l/21/11/0/3}2]1,21370/0/3)0/016)0/ 0) 3 CO t2 
Residential Lighting Equipment........ o}3l2i2i4lololri1{0}2)9]0/3/}4]0]/1])270/4)2),0)2)2)0) 3 2 
Trains & Toys O'ol3loli1{/91oOlol1 {0/0}; 6/0}0)310;0)21,0)0)1)0)0)1 0/0)4 
Vacuum Cleaners 01/4/3}]0]01610\/2/210)6)/9]0}1/6]0,3)1}0)2)710)0) 3 0} 513 
Washing & Ironing Machines.......... 1i2i4lolsl7/oO;O1 3}; 1 61571, 51;170/21/170)3/3 10/0) 4 0;|3|4 
Other Motor Driven Appliances...... Ool4i;1folsl5i110/2}/2121/71/0)3131]0)2)1)42 2/2)/0/0);2};1)3)1 
ZONE AVERAGE Poor Poor Poor Poor Poor Poor Poor Poor Fair 
STATES IN EACH ZONE 


Zone |—New England:— 


Zone 2—Central Atlantic:— 


Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecticut. 


New York, New Jersey, Pennsylvania, Dela- 


ware, Maryland and District of Columbia. 


Zone 3—Southeast:— 


Zone 4—Midwest:— 


Virginia, North Carolina 
Georgia, Alabama and 


Florida. 


South Carolina, 


Ohio, West Virginia, Kentucky, Indiana, 
Michigan, Illinois, Wisconsin and Iowa. 





Zone 5—Gulf Southwest:— 
Zone 6—West Mid-Continent:— 
Zone 7—Central Northwest:— 
Zone 8—Pacific Northwest:— 


Zone 9—Pacific Southwest:— 


Texas, Oklahoma, Arkansas, Louisiana, 
Mississippi, Tennessee and Missouri. 


Kansas, Nebraska, Colorado and Wy- 
oming. 


Minnesota, North Dakota, South Da- 
kota and Montana. 


Idaho, Oregon and Washington. 


California, Arizona, New Mexico, Utab 
and Nevada. 
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1 BARE and INSULATED 
CONDUCTORS 


FOR 


TRANSMISSION 
DISTRIBUTION 


Paper ¢ Rubber 
Varnished Cambric 


ALL SIZES ALL TYPES 




























































































Service up to 
220,000 volts 



































GENERAL CABLE 
CORPORATION jf 
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Air Conditioning Chart: Developed by 
the E. Vernon Hill Co., Chicago, for 
rating the performance of air condition- 
ing equipment. The chart illustrated 
above is for a portable room cooler and 
shows a rating of 45 per cent as against 
ratings as high as 86 per cent for com- 
plete home air conditioning systems. 





Air Conditioning Will 
Play No Favorites 
(Continued from page 19) 


the step is not so steep to the cooling 
end of air conditioning. Among your 
own dealers, however, you seldom 
find one organization with experience 
in both. 

That is the problem. You can con- 
ceivably sell room coolers through 
the better dealers now on your books 
who are today selling commercial 
refrigeration, and I say commercial 
refrigeration advisedly for, in room 
cooling, you are dealing with refrig- 
erating units of from one ton up to 
perhaps 100 tons capacity and this 
kind of business bears scant resem- 
blance to the small compressosrs em- 
ployed in ordinary household refrig- 
erators. 

For the winter phase of condition- 
ing involving heating and humidifi- 
cation, dealers must be secured with 
this type of experience. For the elec- 
trical distributor this will prove more 
of a problem for he now has few, if 
any, dealers of this kind on his books. 

Air conditioning will play no 
favorites. The opportunity, and it 
bids fair to be a big one, belongs 
exclusively to no group of distribu- 
tors or dealers now in existence. On 
the other hand, it will be compara- 
tively simple for a new type of dealer 


and distributor to be born out of 
organizations already existing, or by 
combining two going organizations 
and retaining the best features of 
each. 

You cannot satisfy the prospect 
for cooling with an exposition on the 
wonders of proper heating and 
humidity and conversely the man 
who wants comfort and health in the 
winter is not to be satisfied by the 
refrigeration salesman. 


The smart dealer of the future, the 
qne who is going to be considered the 
air conditioning expert in his com- 
munity, is the one who will begin 
now to get his house in order and be 
in position to give his customers a 
complete air conditioning service 
whether the call is for heating or 
cooling, for humidification or de- 
humidification. 

If that is true of the dealer it is 
even more true of the distributor, 
and those among you who are today 
prepared to build an organization to 
handle air conditioning equipment 
on that basis will find manufactur- 
ers ready and anxious to join hands 
with you. 


Vv 


Salesman—Close That Door 
(Continued from page 21) 


sell, you can just take it out of here 
end I will show you that you are 
wrong.” And so we got the dealer 
that we went after. 

All of this leads up to our slogan; 
“Salesman, Close that Door.” In this 
case the salesman of the competing 
company had gone in and out of 
that store for years and left the door 
wide open for the first competitor 
who had a real merchandiser in his 
salesman to enter. 


This much has been written with 
no intention of boasting. Every good 
house with aggressive salesmen can 
probably cite similar instances. But 
I relate this little story just to bring 
home the fact that even the best of 
us must keep remembering all the 
time to “close that door.” And there 
is just one way to do it. That is by 
spending sufficient time with our 
dealer and giving him so much in the 
way of helping sales suggestions and 
creative ideas that he will be bound 
to us so closely that no one else can 
even get his toe into the crack of 
the door. 


Following this idea to its conclu- 
sion we do not believe that this kind 
of relationship can be built up be- 
tween the dealer and ourselves if we 
are continually scouting new fields 
and making dealers promiscuously, 
with the attendant dealer turnover. 
Select only the best, and no more 
than we can handle, work with them 
hard and keep them long is our 
policy. 

And what would be the result if 
every distributor conscientiously fol- 
lowed that policy? The result would 
be that if each one did follow it to 
the letter, and so effectively that no 
opponent could get a foothold, he 
would perforce have to work with so 
few dealers that there would be 
enough left for everybody. All might 
then get the volume they required, 
and put their time and energies where 
they belong—helping the dealer to 
create business and make a profit. 


v 


Fred S. Hoefer Is Co-Author 
of the Ithaca Plan 


The Ithaca Plan of Cooperative 
Merchandising which was awarded 
the James E. Davidson prize for 1932 
by the N.E.L.A. and which was de- 
scribed in the October issue of ELEc- 
TRICAL WHOLESALING was developed 
through the joint efforts of Fred S. 
Hoefer, assistant new business man- 
ager, and Wm. J. Cashman, director 
of dealer relations, of the Empire 
Gas and Electric Co., Geneva, N. Y. 
Mr. Hoefer’s name should have ap- 
peared, together with Mr. Cashman’s, 
at the head of last month’s article. 


Vv 


50 Per Cent of Wired Homes 
Have Money to Buy Refrigerators 

A recent survey of wired homes in 
the state of Iowa, conducted by the 
Des Moines Register and Tribune, 
showed that 78 per cent of the homes 
called on were found to be without 
electric refrigeration. Only 50 per 
cent, however, had the purchasing 
power to buy now. Thirty-two per 
cent stated that an electric refriger- 
ator would be their next major house- 
hold purchase. On this basis- there 
are 96,000 immediate prospects for 
refrigeration in the state of Iowa. 

In reporting this survey the con- 
clusion was stated that the sale of 
electric refrigeration is being re- 
tarded because dealers fail to distin- 
guish their prospects, call on them 
often enough, and sell intelligently. 
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formerly had for standard or “schedule” wiring & 55 eee 





material. . . So ARROW has worked out a plan 
of attack and a line of specialties NOT dependent on This Plan is contained in a handy 
new building. Our engineering and manufacturing binder to carry with you and SELL — 
‘ from. Includes illustrated pages of ONLY those items for 
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ELEGTRIC DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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N.E.W.A. Delegates See Niagara 
Falls, Illuminated 
DrEAR EppiE: 

By connivance with Don Tolles, the 
guy who corrals these N.E.W.A. babies 
every so often, the wattage hounds of 
Buffalo and vicinity parading under the 
name of the Electric League of the 
Niagara Frontier arranged for the con- 
vention delegates to take a bus ride for 
the purpose of relaxation. 

Zero hour was set for 8 P.M. and 
the bus and driver were prompt. Most 
of the delegates were too, and after 
waiting 20 minutes for Jule Hawks, the 
fighting Irish Mussolini of the E.E.W.A. 
who was on the bus all the time but not 
noticed because of having just shaved, 
we hopped off. As soon as we had 
started there was a huddle up in front 
and up from it arose Vineberg to again 
announce the wonderful evening he had 
planned. Oh, the whole thing was a 
plant all right, because when he sat down 
up hopped Al Byers, the boy who sure 
should horn in on New York City poli- 
tics because of his great tin box experi- 
ence at all N.E.W.A. meetings, to tell 
the gang to cough up with their dough. 
It looked like a holdup until he said he 
only wanted carfare. 

The crowd kicked in O.K. except 
Charley Albee of New Haven who de- 
ducted 2% for cash. Well, that boy 
Byers had no more than sat down to 
count collections when the bus dropped 
down on one side, the brakes shrieked, 
and the driver cried, “All out.” 

We'd been riding for the Falls, but 
not that kind of a fall. There we were, 
out in the meadows with a _ busted 
spring. Right away the gang started 
to hitch that steering committee to the 
bus to haul it the rest of the way when 
the driver spiked another bus as it was 
passing. Then he told us that another 


bus would be along in a few minutes, 
so we decided to wait. It might be 
quicker. That was when the crowd 
wanted their money back, and the steer- 
ing committee called a caucus. But Lee 
Milnor, a cold proposition from Cincin- 
nati, and his boy friend Walt. Blue 
from the “show me” state, both stal- 
warts of the Association, suggested that 
the money apply on the next quarter’s 
N.E.W.A. dues. The argument lasted 
40 minutes, when Walt. Bieringer and 
his shadow, Lewis, two tape manufac- 
turers from Canton, Mass., heckled the 
meeting with cries of “here’s the bus.” 

Just at 9:58 we ground to a halt at 
the plant of the Niagara Hudson Power 
Co. for an inspection trip, when the 
guide there came out, waving his arms 
wildly and asked don’t we want to see 
the Falls, illuminated. “Sure,” says our 
governess, Vineberg, “that’s what I 
brought the boys out for. Hold the 
lights on for a while.” 

The guide calls him names and asks 
does he know a carbon lamp. Then he 
says that’s what’s used on the Falls, 
and in 1 more minute they will be as 
bright as our governess. So in we piled 
again, at last on our way to see the 
Falls, illuminated. What a sight, a.min- 
ute to go, and there’s the search lights 
glaring at us from the Canadian side. 
It’s like daylight until just as we reach 
the bridge and get a first wee squint at 
the side of the Falls the carbons start 
popping out. One after the other, out 
they go and just when we reach the 
middle of the bridge ready to drink in 
the sight we’d heard about all week out 
blows the last one leaving the landscape 
as bright as the inside of a Harlem 
morgue. 

As all the prearranged plan had been 
carried out so well (?) the playboys 
then decided to go places and do things, 








1,000 Witness Dedication of Fair Building: 
major structures of the 1933 World’s Fair, was dedicated October 12, the ceremony 
taking place in the nearly completed great hall of the 1,200 ft. building on Northerly 


Island. 


The Electrical Building, one of the 


Embellished with hanging gardens, steel cypress trees, electric cascades and 


fountains, gilded pylons and paved terraces, the Electrical Building, 1,200 ft. long 


by 300 ft. wide, presents the last word in modern architectural phantasy. 


A semi- 


circular unit, shown on the right, will house exhibits portraying the generation, dis- 
tribution and utilization of electricity; in the center will be shown exhibits of tele- 
phone and telegraph communication, while the extreme left will be devoted to the 


wonders of radio and television. 


on their own. Tommy Nolan of the 
Push Button Nolans took the craft in 
command and we were soon wharfed 
at our pier, where all took liberty. 

The joint was a Dago speaky. Pic- 
ture that, going to Canada and having 
to lap it up in a hush house. Anyway 
the crowd seemed quite at home, and in 
no time Greasy Joe was setting them 
up pretty lively. Beer and ale was all 
he had but the lads put ’em away as 
fast as he brought ‘em. One guy, 
though, got left. Not liking the stuff, he 
ordered Kumel, and they brought him 
a pack of Camels. It seems to me it was 
Hank Baitinger, president of the Free 
Lancers or some kind of fencers any- 
way. 

About that time Andy Greenfield of 
Brooklyn announced that Bob Simon, 
the bozo who got all hot and bothered 
when the 10 cent lamp came out, in- 
sisted on telling of an experience. I 
guess Bob figured he was in a hot spot 
because he unravels his coat and vest 
when he begins to spout. And when he 
finished Greasy Joe thought Bob was 
his own brother. In fact, he got so 
excited he made mistakes on the checks. 
All in his own favor. 

The ticket this time said “home” so 
we figured the doings were all over. 
We figured without Fate, though. She 
was lurking just around the corner 
down at the immigration office on the 
American side of the Peace Bridge. 
When we reached there, they had a 
band out to greet us. I mean a band of 
inspectors. We all checked up O.K 
until the guy in the last seat was 
reached. 

His gab was so unusual that the immi- 
gration inspector invited him to come 
along to his shanty. Boy, was that guy 
shaky. He just about managed to make 
it, he was so scared. He was gone so 
long that we thought he had already 
been deported, when Sammy Rosenfield 
of Denver, a friend of the victim’s, de- 
cided to help him out. You know, Eddie, 
Sammy’s accent is a little noticable too. 
Well, the first thing you know, Bob 
Simon decides it’s time to go and get 
them both out. And he did. But when 
he returned to the big buggy he told 
us that there he found Sammy drinking 
beer with the inspectors while his friend 
found it necessary to go down stairs. 
Right then and there Sammy’s rep as 
a salesman was established. 

Well, Eddie, we finally reached the 
Statler about 2 P.X. after voting that 
except for the arrangements everything 
turned out O.K. The gang got out and 
went to bed, that is all but five of them. 

Yours in haste, 
B. Breer. 

Buffalo, N. Y—The Morning After. 
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With Modern Ranges 
tor Modern Homes 
supply Bryant Equipment 




















pAcoean Ranges demand modern outlet receptacles and Fig. |. Triple Pole Armored 3-wire Cord Sets 38” long with 
fittings. lugs and No. 776 cap; No. 3831, 3 No. 8 conduc- 
tors; No. 3832, 3 No. 6 conductors. 


The Bryant 3-wire range receptacle is of exceptionally rugged 


construction, made of high heat composition, and has an Fig. 2. Rubber 3-wire Cord Sets 38” long; No. 3829, 2 No. 

opening for 3%” conduit, knockout for |” conduit. The range 8 and | No. 10 conductors; No. 3830, 2 No. 6 and 

grounding strap is readily attached. Tube and connector | No. 8 conductors. 

clamp protects non-metallic cable, when it passes through 

the floor. Fig. 3. Cat. No. 3828, Coupling and Protector Tube for Cat. 
No. 3826. 

All-rubber and armored cord sets are mechanically and elec- 

trically perfect. Cap and lug joints are proof against loose Fig. 4. Cat. No. 3826, 3-wire Receptacle with Cat. No. 3827 

connections. They give complete protection against cord grounding strap where separate ground is used. 


defects and cord trouble. 
Fig. 5. Cat. No. 3827 Grounding Strap for No. 3826 where 


Highly recommended for installations in present buildings. separate ground is used. 
SUPERIOR 


B R YA N T WIRING DEVICES 


bw 1132 Manufactured by THE BRYANT ELECTRIC CO., BRIDGEPORT, CONN. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 
BOSTON os CHICAGO cee NEW YORK ied SAN FRANCISCO 


140 Federal Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 
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Association 


Activities 


A forum for the exchange of news 
and views between both local and national 
trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Lake Michigan Club to Meet 
November |5 

The fall meeting of the Lake Mich- 
igan Club will be held in the audito- 
rium of the Lighting Institute, 20 N. 
Wacker Drive, Chicago, on Tuesday, 
November 15. 

There will be both morning and 
afternoon sessions followed by a din- 
ner in the quarters of the Electric 
Club. 

Officers of the club are: chairman, 
F, J. Schmidt, Westinghouse Electric 
Supply Co.; secretary, A. F. Hearl, 
American Electrical Supply Co., and 
chairman of the Advisory Commit- 
tee, Howard Ehrlich, Electrical Trade 
Publishing Co. 


v 


J. S. Tritle Elected President 
of N. E.M. A. 


The following officers for 1932- 
1933 were elected at the annual meet- 
ing of the National Electrical Manu- 
facturers Association held at the 
Westchester Country Club, Rye, 
New York: president, J. S. Tritle, 
Westinghouse Electric and Manufac- 


turing Co., East Pittsburgh; first 
vice-president, Otto H. Falk, Allis- 
Chalmers Manufacturing Co., Mil- 
waukee ; second vice-president, D. R. 
Bullen, General Electric Co., Sche- 
nectady; third vice-president, W. E. 
Sprackling, Anaconda Wire & Cable 
Co., New York; fourth vice-presi- 
dent, S. L. Nicholson, Westinghouse 
Electric and Manufacturing Co., New 
York; fifth vice-president, F. R. 
Fishback, Electric Controller and 
Manufacturing Co., Cleveland, and 
treasurer, R. H. Goodwillie, Otis 
Elevator Co., New York. 


v 


‘Modern Age Exhibition" Post- 
poned by N.A.R.R.E.D. 

The “Modern Age _ Exhibition” 
sponsored by the National Associa- 
tion of Radio, Refrigeration and 
Electrical Distributors, which was 
scheduled to be held at the Travel 
and Transport Building of the Cen- 
tury of Progress, Chicago, from Oc- 
tober 15 to 30, has been indefinitely 
postponed, 








Newark's Electrical Show Committee: Over 65,000 attended the second annual 
electrical show of the Essex Electrical League held at Newark, N. J., from Octo- 


ber 1 to 8. 


The show committee included, from left to right, first row: J. H. 


Stapleton, Public Service Co.; H. P. Litchfield, Graybar Electric Co.; F. D. Pem- 
bleton, Public Service Co.; second row: F. J. Durkin, General Electric Supply 
Corp.; F. A. Hickey, N. J. Telephone Co.; H. S. Stratton, Westinghouse Elec. 
and Mfg. Co., and Harry Disbecker, May Radio and Television Corp. 


Pacific Division, N.E.W.A. Holds 
Fall Meeting 


Competition of foreign made lamps, 
ventilation, appliance merchandising, 
trade relations and ordinances were 
among the subjects discussed at the 
quarterly meeting of the Pacific Divi- 
sion, National Electrical Wholesalers’ 
Association at Del Monte, Calif., Oct. 
13-15. 

Conditions on the Pacific Coast 
relative to competition with Japanese 
made lamps were described by R. P. 
Burrows, Pacific Coast manager, In- 
candescent Lamp Division, General 
Electric Co. Attic ventilation as a 
source of business was described and 
demonstrated by G. C. Breidert of 
the Ilg Electric Ventilating Co., Chi- 
cago, Ill., who used a miniature home 
to show how proper ventilation re- 
moved heat as well as fumes and 
odors. 

In the golf tournament Leonard 
Marsh, Marsh Electric Co., Long 
Beach, won the Copper Cup and the 
Roscoe Oakes trophy, and C. B. 
Clendenin, National Carbon Co., San 
Francisco, won the Manufacturer’s 
Cup. 


v 


Annual Meeting of Central Divi- 
sion Electrical Credit Association 

The 37th annual meeting of the 
Electrical Credit Association, Central 
Division, will be held in the Board of 
Directors Room of the Electrical As- 
sociation, 20 North Wacker Drive, 
Chicago, Ill., at two o'clock P.M., 
Thursday, November 17, for the pur- 
pose of receiving reports for the 
fiscal year November 1, 1931, to Oc- 
tober 31, 1932, for the election of 
officers, members of Executive Com- 
mittee, Representative on Board of 
Managers of the N.E.C.A. and for 
the transaction of such other business 
as may rightfully come before the 
meeting. 
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Obituary 


Jerald F. Davis 

When death claimed Jerald F. 
Davis on September 29, the Graybar 
Electric Co. lost one of its most val- 
ued workers and the industry a tire- 
less supporter. His death was sudden 
and entirely unexpected, coming 
while talking with a group of friends 
in his room at the Hotel Statler in 
Buffalo just at the close of the N.E. 
W.A. convention. 

Mr. Davis, known to his associates 





Jerald F. Davis 


as “Jeff,” has served Graybar as 
manager of its Boston office for the 
past five years. Except for three 
years immediately following his grad- 
uation from Purdue University in 
1908, Mr. Davis spent his entire life 
with the Western Electric Co. and 
Graybar so his association with the 
industry goes back more than 20 
years. In recent years, he has served 
as president and a member of the 
board of directors of the Metropoll- 
tan Electrical League of Boston. He 
gave unstintingly of his time and tal- 
ents to this organization and under 
his leadership its sphere of influence 
grew rapidly. 

Mr. Davis was born in Newport, 
Indiana, on September 17, 1884. 
After his graduation from Purdue, 
he began work with the Mahoning 
and Shenango Lighting Co. of 
Youngstown. He remained with this 
firm until 1911 and then took up his 
work with the Frawley Supply Co. at 


Canton, O., later deciding to cast his 
lot with the Western Electric Co. in 
its supply sales department at Chi- 
cago. In 1919 he was transferred 
to the sales department in New York 
and was then sent to Boston as sales 
manager. Four years later he came 
back to New York as supply depart- 
ment sales manager and in 1926 was 
promoted to the post of manager at 
Pittsburgh. A year and a half later 
he was transferred to Boston as man- 
ager, the position he held at the time 
of his death, 
v 


Charles G. Perkins 


Charles Gove Perkins, one of the 
pioneer electrical men, died on Sep- 
tember 26, at his home in South 
Weare, N. H. 

At the age of 17, Mr. Perkins went 
to Lowell, Mass., to learn the trade 
of tool maker. In 1880 he was en- 
gaged in installing the first incan- 
descent lamps in New York City. 
His work from this time on was 
purely in the electrical field. He was 
the inventor of a certain type of car- 
bon filament for electric lamps and 
he also manufactured the well known 
Perkins incandescent lamp. 

He organized the Perkins Electric 
Switch Manufacturing Co. of Hart- 
ford, Conn., which company was sold 
to the Bryant Electric Co. of Bridge- 
port, Conn. Five years after he 
organized the Perkins Corp. of which 
he was president. Later the name was 
changed to The Arrow Electric Co. 
Mr. Perkins continued as president 
of the Arrow Electric Co. until its 
merger with the Hart & Hegeman 
Manufacturing Co. at which time 
Mr. Perkins desired to retire. 

Vv 


Thomas A. Brooke 


Thomas A. Brooke, known to his 
many friends as “Tom”, passed away 
September 29, the result of an auto- 
mobile accident which occurred the 
previous day near Bloomington, IIl. 

Mr. Brooke was born in Eaton, O., 
and came to Chicago at an early age. 
He spent a short time in the leather 
harness business. He then joined 
the old Central Electric Co., remain- 
ing in their employ for five years. 
The Illinois Electric Co. was formed 
in 1898 and Mr. Brooke was the old- 
est employe in point of service of 
the Westinghouse Electric Supply 
Co., Chicago, which succeeded the 
former company. For a number of 
years, Mr. Brooke has been manager 
of the lamp department. 


F. D. Phillips, also of the Westing- 
house Electric Supply Co., was driv- 
ing with Mr. Brooke at the time of 
the accident. He was taken to St. 
Joseph’s Hospital, Bloomington, suf- 
fering from a broken shoulder and 
other injuries which will keep him 
confined there for several weeks. 


v 


Graybar Survey Reveals What 
Consumers Intend to Buy’ 

That a $40,000,000,000 latent con- 
sumer buying power now exists in 
the United States, only needing im- 
provements in family incomes to de- 
velop it, is indicated in the results 
of a survey among its employes in 
73 cities by the Graybar Electric Co. 

The survey, based upon the answers 
received from more than 1,100 em- 
ployes, shows, according to George 
E. Cullinan, Graybar vice-president, 
the largest prospective expenditures 
to be in the field of general housing 
needs, approximately one-half of the 
sum total of $40,000,000,000 being 
represented in this category alone. 
Second in deferred demand was au- 
tomobiles, with indicated demand ap- 
proximately three times the 1931 rate, 
while leading the group for electrical 
equipment were refrigerators with a 
total estimated demand of more than 
8,825,000 units. Ranking next in 
order were heating equipment, wash- 
ing machines, radios and ironing ma- 
chines. 

In analyzing the market for non- 
electrical equipment, the survey 
showed the need for furniture rank- 
ing first in the list of prospective 
purchases, with rugs and floor cover- 
ings taking second place in the inten- 
tion to buy. 

Graybar officials point out that 
their employes, “being electrically 
minded,” propose to buy apparently 
a substantially greater quantity of 
electrical appliances than the average 
citizen because the indicated Ameri- 
can market, based upon the question- 
naire, is extremely large. The survey 
indicated the total deferred demand 
in the United States for the seven 
leading elements : 


Units 
Refrigerators ....... . .. -8,838,000 
|. 6,006,000 
Washing machines ....... 4,986,000 
EE Se eer Peres 3,708,000 
a 3,096,000 
Ironing machines ........ 2,900,000 
Heating equipment ....... 1,494,000 
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News 


from the Field 


Each month "Electrical Wholesal- 
ing’ sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 


tors. Voluntary contributions of news items 
and snapshots are invited from our readers 








Westinghouse Consolidates Sales 
Activities on Merchandise Lines 


Marking a distinct innovation in 
distribution of electrical appliances, 
Westinghouse Electric & Manufac- 
turing Co. has consolidated all mer- 
chandise sales through the Westing- 
house Electric Supply Co., which will 
in the future perform a super-whole- 
saling function. The new program 
has been developed for the purpose 
of increasing volume, reducing sales 
expense and simplifying the Westing- 
house merchandise distribution setup. 
All district merchandise division ac- 
tivities are consolidated with the dis- 
trict wholesale organizations. 


An experiment will be tried on the 
Pacific Coast differing from the na- 
tional plan in that it also involves the 
metropolitan refrigeration distribu- 
tors. These distributors will enlarge 
their activities to also include ranges, 


washers, ironers and vacuum clean- 
ers, on which they will have more or 
less exclusive retail distribution in 
their metropolitan territories. 

All Westinghouse merchandise ac- 
counts will be sold and serviced by 
the new super-wholesaling organiza- 
tion. One consolidated warehouse 
stock of appliances will be maintained 
in each district by the wholesale or- 
ganization under the supervision of 
the Pacific Coast district office of the 
manufacturing company. Sales re- 
sponsibility, including sales promo- 
tion and all creative merchandising 
work, will rest with the super-whole- 
saler. 

Point of contact between the 
wholesale organization, which is head- 
ed by F. N. Averill, Portland, Ore., 
and the manufacturing company will 
be C. A. Meier, Pacific Coast district 
merchandise manager, who in turn 
will report to Mr. Marshall. 











E. B. Latham's "Oldest Leonard": The Misses Vail of Orient, L. I, are the proud 
owners of a brand new automatic electric refrigerator—all because they had in 
their home one of the oldest ice boxes in the United States. Early in the summer, 
E. B. Latham & Co., Leonard distributors, New York City, started a search for 
the oldest Leonard ice box in the metropolitan territory. The company offered to 
exchange this veteran refrigerator for a gleaming new automatic electric refrig- 


erator bearing the same trade name. 


The Misses Vail closely examined their 


antique ice box for labels setting forth dates and then confirmed their findings by 
digging out of an old family diary concrete evidence that the box had been pur- 


chased prior to 1895. 


Refrigerators Taken Over by 
Several G. E. Supply Branches 


In Salt Lake City, the General 
Electric Supply Corp. has resumed 
the merchandising of refrigerators 
and ranges, taking the line back from 
the George Edwards Co. The Butte, 
Mont., branch has also resumed the 
sale of these appliances, formerly 
distributed by the F. B. Connelly 
Co. of Billings, Mont., and has taken 
over the Connelly sales organization 
including refrigeration and range spe- 
cialists. 

It is reported that the same action 
has been taken in Seattle, Wash., and 
Portland, Ore., where the local Gen- 
eral Electric Supply Corp. houses are 
now merchandising both G. E. refrig- 
erators and Hotpoint ranges. This 
leaves San Francisco and Los Ange- 
les the only places in the Pacific 
Coast and mountain territory where 
the set-up remains unchanged. 


v 


Riley DeLano is Transferred 
to Chicago 


The Westinghouse Electric Supply 
Co. has transferred Riley DeLano, 
formerly manager at Kansas City, to 
its northwestern district headquarters 
at Chicago as assistant district man- 


ager. 
Vv 


W. J. Flannery Liquidates His 
Wholesale Interests 

The Baltimore Electrical Supply 
Co., together with its affiliated houses 
in Atlanta, Jacksonville, Miami, 
Greensboro and Winston Salem, have 
been liquidated by W. J. Flannery. 

With three of his former salesmen, 
he has formed the W. J. Flannery 
Sales Agency, Inc., with offices at 
207 American Bldg., Baltimore. The 
new firm will represent electrical 
manufacturers in Maryland, District 
of Columbia and portions of Penn- 
sylvania and Virginia. 
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Personals 





A. A. Buttner, formerly with the 
General Electric Supply Corp., has 
joined the Baitinger Electric Co., Inc., 
New York City. He will cover indus- 
trial accounts in the metropolitan area. 

Morris MuLLANE and Tom Moulton 
are new salesmen with the John S. Max- 
son Co., Syracuse, N. Y. 

Tom Rac irre and Louis Elkins have 
been added to the sales force of the 
Bright Light Co., Chicago. 

Wm. SCHLEMMER is now traveling 
southern New York state for the Huber 
Electric Supply Co., Rochester, N. Y. 

StevE Bascock, M. S. King, E. V. 
Peterson and C. C. Curry have been 
added to the sales organization of the 
Fobes Supply Co., Portland, Ore. 

ARTHUR SHAW will cover the Brook- 
lyn territory for R. H. McMann, Inc., 
New York City. 

RatpuH J. ZINK is now vice-president 
of the Coast Electric Co., San Diego, 
Calif. 

Joun H. Aten, Robert Norfleet and 
John Rammes are new salesmen with 
Harry Moll, Inc., Denver, Colo. 

THEODORE Morris, has resigned as 
office manager of the Penn Electrical 
Engineering Co., Scranton, Pa. Chas. 
F. Stretch has returned to this house 
as refrigeration service manager. 


vV 
D.H.Lank to Conduct Wholesale 


Business 

According to an announcement by 
D. H. Lank, president of the Lank 
Electric Co., Pompton Lakes, N. J., 
this firm will hereafter engage ex- 
clusively in the wholesaling of elec- 
trical supplies, serving both contrac- 
tors and industrial plants. Mr. Lank 
has been operating as an electrical 
contractor dealer in this territory 
since 1918. 


Vv 
Graybar Promotes Colwell 


J. I. Colwell, manager of the Seat- 
tle branch of the Graybar Electric 
Co., Inc., has been named district 
manager of all the Graybar branches 
in the Pacific Northwest, headquar- 
ters in Seattle, reporting directly to 
the New York office. Other changes 
in the Seattle Graybar organization 
are: James Kelley appointed general 
sales manager ; Fred E.Gibson named 
credit manager, succeeding C. R. 
Bean, who was formerly credit man- 
ager, service manager and purchas- 


ing agent; A. B. Young, formerly in 
the credit department in Seattle, has 
been transferred to Portland, Ore., 
to the position of credit manager. 

v 


Crescent Electric Supply Adds 
G. E. Ranges and Refrigerators 

The Crescent Electric Supply Co. 
of Dubuque, Ia., and affiliated houses, 
the Crescent Electric Supply Co. at 
Davenport and Crescent Electric 
Supply Co. of Burlington have been 
appointed wholesale distributors of 
General Electric refrigerators and 
Hotpoint ranges in their respective 
territories. + 


Foster-Thornburg Holds Open 
House for Dealers 

One of the most unique dealer 
showings to be held by a distributor 
was a recent open house conducted 
by the Foster-Thornburg Hardware 
Co., of Huntington, W. Va. The 
showing was held for three days, al- 
lowing the dealers to come in when 
it best suited them during any of the 
three days, and all specialty lines 
were featured, including Atwater 
Kent radios, Leonard refrigerators, 
Standard electric ranges, Prima wash- 
ers, RCA Radiotrons, Eveready bat- 
teries, a complete line of radio re- 
placement parts, a complete display 
of small appliances and a demonstra- 
tion of the Silex coffee maker. 

Vv 


Home Electric Opens Seattle 
Branch 

The Home Electric Co., Tacoma, 
Wash., has leased the office and ware- 
house location in Seattle, at 818 
First Ave. South, as a branch office. 
The firm has recently been appointed 
distributor in western Washington 
and Alaska for the radio line of the 
Columbia Phonograph Co. L. D. 
Marsh, for years manager of the Co- 
lumbia Phonograph branch in Seat- 
tle, has been appointed manager of 
the new Seattle branch, 

v 


Ollendorf and Hirsch Adds 
Appliance Lines 

Ollendorf and Hirsch, Inc., R.C.A. 
Victor distributors of Baltimore, 
Md., with branches in Richmond, 
Va., and Washington, D. C., has been 
appointed distributor for General 
Electric appliances, including vacuum 
cleaners, Hotpoint appliances, Tele- 
chron clocks, sunlamps, fans and Edi- 
son Mazda lamps. 


M. A. Pixley Resigns from 
G. E. Supply Corp. 

The following changes in personnel 
have been announced from headquar- 
ters of the General Electric Supply 
Corp. at Bridgeport: 

M. A. Pixley has resigned as a 
commercial vice-president. The title 
of R. J. Brown, Bridgeport, has been 
changed to manager of appliance 
sales. A. Stanley has been appointed 
service supervisor of the Atlanta 
house. In Toledo, J. H. Carpenter 
has resigned as branch manager of 
supply sales. The branch manager, 
operating department, at Grand Rap- 
ids, is now E. Gallup. The branch 
house at La Crosse, Wis., has been 
discontinued. 

v 


Superior Supply and Sterling 
Hardware Consolidate 

In order to effect more economical 
distribution, the Superior Supply Co. 
and the Sterling Hardware Co., both 
of Bluefield, W. Va., were merged 
into a single organization on Sep- 
tember 1. The consolidated firm, the 
Superior-Sterling Co., will distribute 
electrical and mechanical equipment, 
hardware and automotive supplies. 
C. C. Campbell is manager of the 
electrical department. 

Vv 


Chicago Electrical Supply Moves 
to New Quarters 


The offices and warehouse of the 
Chicago Electrical Supply Co. have 
been moved from 123 S. Jefferson 
St. to a new and more modern loca- 


tion at 740 W. Adams St., Chicago. 
Vv 


Electrical Men of Detroit Hold 
Round-up 

On September 21 the electrical in- 
dustry of Detroit held an Electrical 
Round Up at the Oakland Hills Golf 
Club. About 45 people attended the 
party. The golf prizes were distrib- 
uted in rather a unique manner, in 
that the ones with higher scores took 
down more prizes than the par 
shooters. Winners included: A. A. 
Shirley; R. H. Sonneborn; Joe Al- 
brecht: L. Coons: Mr. Lebert; T. 
Lowe; J. Fleischer, and Joe Zielstra. 

In the kickers tournament Tony 
Dueweke, Harry Clark, and Mason 
Long tied for first place, A. S. Mc- 
Cloy won second, and Messrs. Sur- 
tell, Startsman, Busby, and Waldauer 
tied for third. 
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James H. McGraw Award 
Goes to Gerard Swope 

The judges appointed by N.E.M.A. 
have awarded the 1932 manu- 
facturers medal and purse, given 
under the James H. McGraw Award, 
to Gerard Swope. This is in recog- 
nition of his contribution to the 
advancement of the manufacturing 
branch of the electrical industry by 
developing a plan for stabilizing em- 
ployment through cooperative action 
by industries, out of which the 
N.E.M.A. Mutual Unemployment 
Senefit Plan has been evolved. 

The presentation was made on 
Monday evening, September 26, at 
the annual meeting of N.E.M.A. at 
the Westchester Country Club, Rye, 
N. Y. The committee of judges con- 
sisted of F. R. Fishback, C. L. 
Collens, W. E. Sprackling and C. A. 
Bates. 

v 


Ruthenburg Resigns as President 
of Copeland Products 
At the recent annual meeting of 
N.E.M.A., Louis Ruthenburg §an- 
nounced his resignation as president 
and general manager of Copeland 
Products, Inc., Mt. Clemens, Mich. 
Active management will be resumed 
by W. R. Wilson, chairman of the 
board. Mr. Ruthenburg, by request, 
will continue to head N.E.M.A.’s re- 
frigeration division. 
Vv 


Westinghouse Makes Changes 
in Refrigeration Division 

R. C. Cosgrove, manager, refriger- 
ation division, Westinghouse Electric 
and Mfg. Co., has been placed in 
charge of the company’s domestic air 
conditioning activities in addition to 
his present duties. 

B. F. Moody, formerly refrigera- 
tion supervisor for the Middle At- 
lantic district with headquarters at 
Philadelphia, has been appointed re- 
frigeration supervisor in the New 
England district with headquarters at 
the Wetmore-Savage Electric Supply 


Co., Boston, Mass. R. I. Eshman, 
formerly with Kelvinator, succeeds 
Mr. Moody as refrigeration super- 
visor at Philadelphia. 

Vv 


Leo G. Mockenhaupt 
Opens Manufacturers’ Agency 
On October 1, Leo G. Mocken- 
haupt terminated 26 years of service 
with Harvey Hubbell, Inc., and has 
opened a manufacturers’ sales agency 
with temporary headquarters at 613 





Leo G. Mockenhaupt 


Fulton St., Chicago. He has formu- 
lated a specific plan for giving manu- 
facturers effective and _ intensive 
representation and will cover the 
territory from Michigan, Wisconsin 
and Nebraska, south to Tennessee, 
Oklahoma and Texas. 

Mr. Mockenhaupt has a large ac- 
quaintance with the electrical whole- 
salers in this territory and he plans 
on continuing these close relations. 


Vv 
Ellis Leaves Steel and Tubes 


Morgan P. Ellis has announced his 
resignation as general sales manager 
of Steel and Tubes, Inc., Cleveland, 
©. No announcement has been made 
as to his plans for the future. 


Benjamin Launches Drive for 
Residential Yard Lighting 


The Benjamin Electric Mfg. Co., 
Des Plaines, Ill., has developed a pro- 
gram to sell protective lighting of 
residence exteriors, yards and drives, 
also decorative lighting of Christmas 
trees, shrubs and gardens. The plan 
calls for the active participation of 
contractors, dealers, central station 
and wholesalers, and also enlists the 
support of the local police depart- 
ment. 

¥ 


Harry Alter Heads 
Auto-Home Stoker Corp. 


Harry Alter, Chicago distributor 
of Majestic refrigerators, is president 
of the newly organized Auto-Home 
Stoker Corp. which will manufacture 
an electric coal stoker for domestic 


use. Exclusive territories will be 
granted to both distributors and 
dealers. 

Vv 


A. G. Orear Resigns from Ilg 

Andrew G. Orear, who has repre- 
sented the [lg Electric Ventilating 
Co. in the Los Angeles territory for 
the past 10 years, resigned his posi- 
tion as branch manager on October 1. 

Mr. Orear plans to continue in the 
ventilating and air conditioning field 
as a sales engineer and has opened 
an office at 501 San Fernando Bldg., 
Los Angeles. 

v 


New Appointments Announced 
by Van Cleef Bros. 


Effective immediately, the F. J. 
Keller Co., manufacturers’ repre- 
sentatives, will represent Van Cleef 
Bros., Chicago, in the states of 
Texas, except El Paso, Oklahoma 
and Arkansas, according to an an- 
nouncement by Felix Van Cleef. 

Jack Ellison has been appointed 
division sales manager for the states 


of Ohio, West Virginia, western 
Pennsylvania and western New 
York. 
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E. T. Collins Enters Engineering 
and Consulting Field 


E. T. Collins has announced that 
he has entered the engineering and 
consulting field, operating under the 
name of Collins and Co., with offices 
at 518 Iowa National Bank Bldg., 
Des Moines, Ia. The services offered 
include the organization and financ- 
ing of new projects, supervision of 
construction and development of mer- 
chandising activities for both utilities 
and dealers. 

Mr. Collins was formerly secretary 
of the Collins Electric Co. When 
this firm became the Des Moines 
branch of the Westinghouse Electric 
Supply Co. in 1928, he was appointed 
local manager, a position which he 
held until his recent resignation. 


Vv 
Majestic Adds to Field Staff 


John F. Ditzell, refrigeration sales 





manager, Grigsby-Grunow Co., Chi- | 


cago, has announced the recent addi- 
tion to his factory sales force of 
Thomas H. Maginniss, previously 
with Kelvinator, and B. L. Kulick, 
until recently with Specialty Whole- 
salers, Inc., former Majestic distrib- 


DIEHL 





18” to 48” High and Low 
Speed Exhaust Fans 





| Ventilating Fans 9” to 16” 


utors in Buffalo. Mr. Maginniss will | 


contact distributors in Chicago, De- 
troit, Cleveland, Toledo, Columbus 
and South Bend. Mr. Kulick will 
cover central New York state, Pitts- 
burgh and Erie. 


v 


General Electric Brings Out 

a Companion Refrigerator 

Formal announcement has _ been 
made by the General Electric Co. of 
a new low-priced companion refrig- 
erator to the monitor top line. The 
new refrigerator will be known as 
the General Electric Junior and will 
carry a list price of $135 with one- 
year guarantee. Sales and advertis- 
ing efforts will continue to be con- 
centrated on the monitor top models. 


v 


A. B. Wilson Now Sales Manager 
of the Art Metal Company 

A. B. Wilson, of Cleveland, until 
recently sales manager of Kayline 
Co., is now connected with The Art 
Metal Co., 1800 East 38th Street, 
Cleveland, in the came capacity. 

Under Mr. Wilson’s direction, this 
manufacturer of lighting fixtures 
plans an expansion of its services to 
the wholesale trade. 


= Ly 
} 


Diameter 


New—32” and 52” Ceiling 
Fans in reversible or 
non-reversible types. 



































Wind-O-Vent Wall Cabi- 
net Unit with Louvres 





Wind-O-Vent Ventilator 
Metal or Glass Panel 


COOPERATION 
IN FAN SELLING 


UNIFIED EFFORTS OF THE 
WHOLESALER ann CONTRACTOR 
RESULT IN GREATER VOLUME 
OF VENTILATING BUSINESS 


Many electrical wholesalers are realizing satisfac- 
tory profits from the sale of Diehl Ventilating and 
Exhaust Fans for use in homes, stores, offices, fac- 
tories, etc., where frequent air changes are essential. 


These wholesalers know that major benefits have 
been derived through cooperation with contractors 
and dealers in the form of: 


(a) Suggestions for locating prospects 


(b) Recommendations for correct installa- 
tions of the equipment 


(c) Adequately maintained stocks to 
promptly meet all normal requirements. 


And they know also that they may count on the 
whole hearted support of the Diehl organization in 
their efforts to promote Diehl fan sales successfully. 


May we send you information about the excep- 
tionally complete line of Diehl fans and explain how 
you may get your share of the all-year-round busi- 
ness that is available. 


DIEHL MANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 
Elizabethport, N. J. 


Atlanta Chicago Boston New York Philadelphia 


DIEHILs 
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Fretz-Moon Conduit cuts easily and quickly either by saw or 
pipe cutter. It threads easily, too. The exclusive process of 
manufacture prevents hard or “‘burnt’”’ spots in the metal that 
might cause cutting and threading troubles, and insures a 


highly uniform product. 


This is but one of the reasons why 


Fretz-Moon Conduit saves installation time and labor—why 
so many users of conduit prefer it. 


FRETZ-MOON TUBE COMPANY, INC. ¢ BUTLER, PENNA. 


TRETZ-MOON 


R/IG/D CONDUIT 
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(KNOX) 





ANTENNG@ 
ACCESSORIES 


RADIO DEALERS 
are every day jeopard- 
izing sales by placing 
sets on approval with- 
out properly install- 
ing outside aerials. 
This can be overcome 
by specifying KNOX 
Insulators, Pre ee doe 
Arresters and other 
antenna supplies. Re- 
ceiving set manufac- 
turers are now insist- 
ing on outside aerials 
in order to obtain 
best results. 


SOLD THROUGH 
JOBBERS ONLY 


WRITE FOR CATALOG 


KNOX PORCELAIN 
CORPORATION 


KNOXVILLE-TENNESSEE 
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LIGHTING 


Ravro CITY 


selects KLIEGL 
lighting specialties 


ff Ben merits of Kliegl products and 
craftsmanship won the hearty ap- 
proval of executives responsible for the 
erection and operation of the world’s 
greatest theatres now under construc- 
tion in Rockefeller Center, New York 
—and both playhouses will be fully 
equipped with the very latest improve- 
ments in Kliegl stage lighting equip- 
ment and apparatus, including many new 
lighting devices never before used: 


FOOTLIGHTS SPOTLIGHTS 
BORDERLIGHTS SCENIC EFFECTS 
CYCLORAMA LIGHTS STAGE LAMPS 


STAGE POCKETS 
CONNECTORS, Etc. 


PROGRAM LIGHTS 
STRIP LIGHTS 
Superior Quality has no equal 
Kliegl builds the best 


KLIEGL BROS 


Universat Evectric STAGE LIGHTING CO., Inc. 
32! West 5SOth Street 
NEW YORK,N.Y. 
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The Reasons Behind Leonard's 
New $112 Refrigerator 


The following statement was made 
by R. I. Petrie, general sales mana- 
ger of the Leonard Refrigerator Co., 
at its 52nd annual distributor conven- 
tion held in Detroit last month: 
“Our decision to bring out a $112 
electric refrigerator as a part of our 
1933 line was a move not entirely to 
our liking. We believe that this model 
is worth more and should have been 
priced higher. We did it to meet a 
sales situation that exists and which 
we must face. The public evidently 
expected a model at this price. If 
this was the price at which they 
would buy in volume, we determined 
that our distributors and dealers must 
have the benefit of this volume, if it 
could possibly be achieved without 
sacrifice of Leonard quality. In sell- 
ing this model at $112, there is only 
a small margin of profit at the fac- 
tory. To make any money, a big vol- 
ume of these refrigerators must be 
sold.” 

v 


J. D. Sparks Now with Ilg 
J. D. Sparks, formerly connected 
with the Bryant Electric Co. in Seat- 
tle, Wash., has recently become iden- 
tified with the Ilg Electric Ventilating 
Co. of Chicago. 





His Hobby Is Economy: Politicians 
may be learning the meaning of the 
word economy now, but Paul E. Daven- 
port has been talking economy for the 
past 16 years regardless of business 
conditions. He covers the northwest 
with headquarters in Minneapolis for 
the Economy Fuse & Manufacturing 
Co. of Chicago. 
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Men Available 


Manufacturers’ Representative: = For 
Iowa, Nebraska, Missouri and Minnesota 
or part thereof. Experienced organization. 
Can assist in finance of dealer or user. 
Want only quality equipment or specialty 
with well established manufacturer. Will 
exchange references. Your negotiation 
with us strictly confidential. Address Box 
111, Electrical Wholesaling, 520 N. Michi- 
gan Ave., Chicago, III. 

v 


Michigan Agent: Experienced salesman 
who has covered state of Michigan for 
leading Detroit wholesalers for 16 years, 
handling all lines, specializing on lighting, 
and contacting architects, engineers and 
general trade, wishes to represent reliable 
manufacturers in the state of Michigan. 
Address Box 112, Electrical Wholesaling, 
520 N. Michigan Ave., Chicago, III. 
Vv 


Manufacturers’ Agent: Desires to handle 
additional superior line to be sold to New 
England central stations. Address Box 
113, Electrical Wholesaling, 520 N. Michi- 
gan Ave., Chicago, III. 

Vv 


Positions Available 


Salesman: Now calling on _ electrical 
wholesaler and dealer trade with asso- 
ciated lines to represent nationally known 
lighting fixture manufacturer and call on 
established trade. Straight commission 
basis. Several territories open in south, 
east and middle west. -Give complete in- 
formation in first letter. Address Box 
114, Electrical Wholesaling, 520 N. Michi- 
gan Ave., Chicago, IIl. 


v 
B. S. Mitchell Now with Son- 
Chief Electrics, Inc. 

B. S. Mitchell has joined the Son- 
Chief Electrics, Inc., Winsted, Conn., 
manufacturer of electrical appliances, 
as sales and advertising manager. He 
was formerly advertising manager of 
the Samson-United Corp., Rochester, 
| a 2 








An Industry Foursome: In this foursome 
entering the golf tournament at the con- 
tractors’ convention at Kansas City are: 
Walter S. Blue, general manager of the 
Columbian Electrical Co., Kansas City; 
R. W. Hodge and Charles Burkholder, 
Kansas City contractors, all listening to 
a story told by none other than “Vic” 
Despard, vice-president of Pass and Sey- 
mour, Inc., Syracuse, N. Y. 








DISTRIBUTORS 


WADSWORTH 


ACCESSIBLE 
FUSE 


(Switch Meter Fuse 
Sequence) 


SWITCHES 


WITH 










Range Circuit and 
with or without light- 
ing circuits. 





Designed to meet the 
most rigid electrical re- 


quirements. Catalog No. 7563BR4 


with dead front Switch 
in “Off” position. Main 
fuses accessible. Safe 
to renew fuses. 











Additional sales can 
be obtained with 
WADSWORTH 
Safety Switches. 


Built to eliminate 
much of the contract- 
or’s unnecessary instal- 
lation trouble in New 
or Old residence wir- 


ing. 


Illustrating Switch with- 
out Dead Front and the 
Safety Fuse Pull Cover 
removed. 

Obtainable with 4, 6 or 8 
lighting circuits. 


Te WADSW 
Covingt 












cMrcG Inc. 
ntucky, 
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A Truly Safe 
Nr, , ie 
igtail Joint 
Without Solder or Tape 


Approved 


The Sherman 
Bakelite Fixture 
Connector pro- 
vides the ideal 
method of con- 
necting all small 
wires. 





Actual Size 
U. S. Pat. No. 
e 1654660 


Mechanically 

strong, attractive 

in appearance, con- 

venient in size and 
is made of the 
highest quality of 
Bakelite. 


Takes all wire 
combinations com- 
monly needed, only 
one size of con- 
nector required. 





Phantom—Showing 
construction 


Free sample on 
request. 


Sold by Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Michigan 














A Two Station ’Phone Outfit com- 
plete with wire and staples 


TO RETAIL AT $6.00 Per Pair 





Mfd. by 
S.H. COUCH COMPANY, INC. 


4 Arlington St. North Quincy, Mass. 
Agents throughout U. S. and Canada 














B. F. Sturtevant Co. Segregates 
Its Air Conditioning Activities 
The Cooling and Air Conditioning 

Corp., founded by and until recently, 

partly owned by the B. F. Sturtevant 

Co., is now a completely owned 

Sturtevant subsidiary, to be incor- 

porated under the laws of Massachu- 

setts. The name of the corporation 
will be changed to Sturtevant-Cool- 
ing and Air Conditioning Company, 
with its headquarters at Hyde Park, 

Boston, Mass. 

This subsidiary will continue to 
handle air conditioning and comfort 
work in the commercial and indus- 
trial fields. The B. F. Sturtevant Co. 
will handle, through the regular trade 
channels, the manufacturing and sale 
of the unit type of air conditioning 
product, such as coolers, humidifiers, 
or combinations of both. 


Vv 


Record Sales Reported 

by Norge Distributors 
Sales of Norge Rollator refrigera- 
tors during September were 108 per 
cent of the August sales, according 


| to a statement by Howard E. Blood, 


president of Norge Corp. 

“A stimulating influence was the 
momentum gained during the special 
summer sales drive staged by our 
distributors, dealers and salesmen,” 
said Mr. Blood. “Some of the indi- 
vidual selling records constituted a 
convincing demonstration that sales 
can be made even in the so-called 
slack season, if the product answers a 
real need and correct selling methods 
are employed. To cite a few cases of 
outstanding merit—a Richmond, Va., 
Norge salesman sold 300 per cent of 
his quota during the summer cam- 
paign; a St. Louis man, 312 per cent; 
one in Trenton, Mo., 270 per cent; 


Yorktown, Tex., 230 per cent; while 
a Tulsa, Okla., salesman sold 850 
per cent of his assigned quota. 


Vv 


Production Is Stepped Up on 
G. E. Oil Burning Furnace 


To meet the demands for General 
Electric’s latest household product, 
the oil-burning furnace, an order was 
placed on the factory early in Octo- 
ber increasing immediately the pro- 
duction 50 per cent on furnaces to be 
manufactured from then until the 
first of the year, it has been an- 
nounced by J. J. Donovan, manager 
of the company’s air conditioning 
department. Eight carloads have re- 
cently been shipped to the New York 
City distributor. 

The boilers will be built in the 
Pittsfield plant and the compressors 
and control equipments in the Sche- 
nectady factory. The new furnace is 
not being nationally distributed this 
season, sales being limited to about 
25 important cities along the Atlantic 
seaboard, extending from Washing- 
ton, D. C., to Portland, Me. 


¥ 


Hoffman Specialty Co. Consoli- 
dates with Everhot Mfg. Co. 


Hoffman Specialty Co. of Cali- 
fornia, manufacturers of Thermador 
electric air heaters, and Everhot Elec- 
tric & Mfg. Co., makers of Everhot 
water heaters, have been consolidated 
into the Thermador Electrical Mfg. 
Co., 116 Llewellyn St., Los Angeles. 
There wiil be no change in manage- 
ment, W. E. Cranston, Jr., vice-presi- 
dent and general manager of the 
Hoffman company, and H. H. Fog- 
well, president and manager of the 
Everhot firm, being active heads of 
the new company. 
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More Than a Million Cleaners Need Replacement: These dealer display cards are 
part of the sales plan of. the Hamilton Beach Mfg. Co., Racine, Wis., to. tap 


the tremendous replacement market for vacuum cleaners. 


They are designed to 


awaken the housewife to the folly of struggling along with a worn-out cleaner. 
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New Publications 


THE DEVELOPMENT OF AMERICAN IN- 
pUSTRIES—planned and edited by J. G. 
Glover and W. B. Cornell. Prentice- 
Hall, Inc., New York, 1932. 932 pp. 
96 ill. Price $5. This book should be 
of value to the business man in that it 
gives the history of the development 
and the economic significance today of 
39 principal industries and cites prac- 
tices which may well be adapted to 
his own business. Separate chapters 
are devoted to each industry including 
the electrical, power, radio and retail- 
ing industries. The final chapter is 
devoted to trade associations. 


CooLING AND AIR CONDITIONING FOR 
Comrort—by Wm. Goodman, M. E. 
The Aerologist Publishing Co., Chi- 
cago, 1932. 96 pp. $1.50. A text book 
of theory and calculations, including 
relative humidity, distribution, refrig- 
eration and heating. Contains numer- 
ous tables and charts, also over 50 ex- 
amples illustrating methods of attacking 
air conditioning problems. Issued as a 
section of this publisher’s loose leaf 
“Ace Handbook of Air Conditioning.” 





TuHeE Use oF ULTRA-VIOLET SOURCES | 


FOR THE GENERAL 


ILLUMINATION OF | 


InTERIORS—by A. B. Oday and L. C. | 


Porter. Illuminating Engineering So- 


ciety, New York, 1932. 22 pp. 17 ill. | 
Discusses the application of fixtures | 
utilizing S-1 and S-2 sun-lamps, includ- | 
ing layouts and proper intensities for | 


dual-purpose lighting, for ultra-violet 
sources to supplement existing or sep- 
arate lighting systems and for ultra- 
violet sources used exclusively for pro- 
ducing both ultra-violet radiation and 
visible light. 

MARKETING Exectric Arr Conpi- 
TIONING—Commercial National Section 
N.E.L.A., 420 Lexington Ave., New 
York City, 1932. 18 pp. 16 ill. 40 cents. 
Describes air conditioning equipment 
and discusses the available market, in- 
dustrial and commercial applications, 
heating with refrigerating equipment 
and organizing for selling. Includes 
brief descriptions of typical installa- 


| tions in an industrial plant, a small 


store and an office building. 

A Basis For EsTABLISHING INDUS- 
TRIAL TERRITORIES—by G. Reed Salis- 
bury. Bureau of Foreign and Domestic 


Commerce, Washington, D. C., 1932. 
| 71 pp. 7 maps, 7 tables. 10 cents. To 


those charged with the responsibility of 


§ sales promotion in firms which have 
} not seen fit to establish a marketing 
|) research department, and to small firms | 
lacking the facilities for creating or | 


aintaining extensive market work, the 





lata contained in this bulletin is de- | 
| signed to provide an inexpensive meth- 


of quickly establishing a fairly accur- | 


ate marketing program. 





Standards shown with 
King Lantern and Lu- 
minaire Units. Can be 
Surnished for any mak 
of unit. 





An ANNOUNCEMENT! 


' FLUTED PRESSED STEEL STANDARDS 
FOR THE JOBBING TRADE 


The REVERE LINE of FLUTED 
PRESSED STEEL STAN- 


DARDS ‘enables you to close 
Business on Street Lighting. 


We manufacture Standards for every 
purpose, such as, FLOODLIGHT- 
ING, etc., and are also equipped to 
furnish Standards of special design. 


Revere Fluted Design offers 
STRENGTH plus BEAUTY—at prices 
that enable you to make a satisfac- 
tory profit. 


Send for our Jobber Proposition. 





e REVERE ELECTRIC COMPANY e 


Manufacturers of Lighting Equipment 


761 W. JACKSON BLVD., CHICAGO, ILL. 








Prot opportunities 


NEON GLOW LAMP 





national advertising . . 





A colorful counter-window display card 
with easel is available for dealers. Also 
attractively illustrated folders. Specify 
| quantity desired when ordering lamps. 


630 Copr. 1932, Genera! Electric Vapor Lamp Co. 


Sales every day—with a generous margin of profit — 
dealers in electrical goods everywhere now report. 
That's the response to Neon Glow Lamp advertising 
which appears in Good Housekeeping with its more 
than 2,000,000 readers. 


These advertisements describe the unduplicated 
economy of Neon Glow Lamps—over 3,000 hours of 
continuous light for a few cents a month. And their 
many uses—as night lights in bathroom, nursery, 
sick rooms, stairways, etc. As pilots and signals in 
industry. For many laboratory purposes. Get ready 
for still faster selling. Stock and display them— 
watch how they sell! General Electric Vapor Lamp 
Co., 891 Adams Street, Hoboken, N. J. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 








46 ELECTRICAL WHOLESALING 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


* New Products 
SUPPLIES and EQUIPMENT 











New Line of Type C Switches 


Among the major improvements on 
this line of type C industrial switches 
are: larger boxes; positive quick make 
and quick break operating mechanism, 
and the addition of positive pressure 
fuse clips. These features make these 
type C switches equivalent to this com- 
pany’s type A line with the exception of 
keyed interlocking. There has been no 
increase in prices. Capacities range 
from 30 to 600 amperes, 250 volts and 
30 to 200 amperes, 575 volts, fused or 
unfused. Switches rated above 30 am- 
pere are quick break only. Square D 
Co., Detroit, Mich.—Electrical Wholesal- 


ing, November, 1932. 


Lighting Units with 
"Built-in" Effects 


“Dominos,” in combinations of three or 
more units, economically accomplish a 
variety of “built-in” lighting effects from 
standard, ready-to-hang equipment in- 
stalled upon the surface of the ceiling. 
“Dominos” are complete fixtures applied 
to wall or ceiling surfaces and employed 
in combinations of three or more units 





arranged in decorative pattern. The indi- 
vidual unit consists of a plate with usual 
supports, 30%” by 11” over all and point- 
ed at both ends. On this plate are mounted 
two duplex sockets which accommodate 
lamps of from 15 to 100-watt sizes. Sup- 
ported from the plate is a hinged and re- 
movable frame, 6%” deep, which carries 
a globe built up of nine pieces of flashed 
opal glass. Myriad decorative patterns 
may be evolved from a number of these 
units which are interconnectible one with 
another. F. W. Wakefield Brass Co., 
Vermilion, O.— Electrical Wholesaling, 
November, 1932. 





New Dental Units 


This dental lighting system consists of 
three polished cast aluminum units for 
attachment to 
the ceiling of 
an existing 
office and ar- 
ranged ina 
triangle above 
the chair in 
such a man- 
ner as to di- 
rect intense il- 
lumination 
into the pa- 
tient’s mouth. 
The _ intensity 
of the illumi- 
nation is at 
least 250 ft. candles. The side panels of 
opal glass provide soft general illumina- 
tion through- 
out the room 
and the “Con- 
trolens” on 
the lower face 
of each unit 
accomplishes 
the redirec- 
tion of the 
light from the 
150 watt lamp 
in the form 
of a narrow 
beam. Holophane Co., 342 Madison Ave., 
New York City.—Electrical Wholesaling, 
November, 1932. 





Complete Line of Industrial 
Switches 


The addition to the “R. B.” industrial 
switch line of the 30, 400, 600 and 800 
ampere sizes, makes available a complete 
line of “R. B.” switches, 30 to 800 am- 
peres inclusive, 2, 3 and 4 pole, 230 and 
575 V. a.c. both side and front operated. 





This new line features a “Vystipe”’ fuse 
clamping device which greatly reduces 
heating at fuse terminals (more than 50 
per cent over standard ferrule fuse clips), 
also on the new sizes a new type of roll 
contact which maintains perfect line con- 
tact under heavy pressure that actually 
improves with use and eliminates the 
maintenance problem. Trumbull Electric 
Manufacturing Co., Plainville, Conn.— 
Electrical Wholesaling, November, 1932. 




















Four-in-One Tool 


This new plier, combining the advan- 
tages of a cutter, slitter, skinner and plier, 
is designed to simplify the work of the 
electrician handling non-metallic sheathed 
cable. Frank D. Saylor and Son, 166 
Rhode Island Ave., Detroit, Mich.—Elec- 
trical Wholesaling, November, 1932. 


Illuminated House Numbers 


Designed for 110 volt service, to be in- 
stalled in standard one or two gang wall 
cases, this device makes possible an addi- 














tional sale of an inside switch control. 
The numerals are white (illuminated at 
night) on a black field and are plainly 
readable 75’ away in either daylight 
or darkness. The cadmium finished plate 
fits over a rubber mat to make a weather- 
proof job. A standard candelabra base 
lamp is supplied with each unit. Arrow- 
Hart and Hegeman Electric Co., Hart- 
ford, Conn.—Electrical Wholesaling, No- 
vember, 1932. 


''Neatpak" Wire Solder 


Rosin core and acid core solders are 
now available in the “Neatpak”’ can. A 
cellophane covered : 
hole in the top of the 
can prevents dust or 
dirt from getting to 


ea 










the solder while in 7 
storage. When the i K 
solder is to be used, Wik ae 
the cellophane is bro- Saaaeag 
ken and as much — my 


solder as required 
pulled out. This pre- 
vents tangling and also waste. “Neatpak” 
solders are packed in one and five pound 
cans and also in small household sizes. 
Federated Metals Corp., 75 Folsom St., 
San Francisco, Calif—Electrical Whole- 
saling, November, 1932. 
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*€ 


YAGERS 
i In standard 
ei containers and 
10, 25 and 50 
lb. drums. 


SOLDERING 
[@ PASTE y} 





Yager’s Soldering Paste 
is a small item but if you 
keep on driving it home 
in your sales talk to your 
customers you will be sur- 
prised to sée how rapidly 
your commissions will 
increase. 


We also manufacture 
Yager’s Soldering Salts— 
they have been “making 


good” for over fifty years. 


Samples will be sent 
you for the asking. 


Alex R. Benson Co., Inc. 
Hudson, N. Y. 














Attractive Holiday Merchandise 
You Can Sell Your Dealers 


New Models 
just out. 





Animated lamps 
of distinction. 
and quality. 


Write for latest 
literature and 
prices. 


Scene-In-Action 
Corp., 
1809 Indiana Ave., 
Chicago, Illinois 




















Another 
SUPERIOR PRODUCT 
ata 
Reduction in Price 








WET PROCESS 


STRAIN INSULATORS 
meet all 
Engineering Requirements 


| SUPERIOR PORCELAIN COMPANY 


PARKERSBURG, W. VA. 

















| 
| 
| 








| Michigan 


Latest Trade Literature 


BussMANN Mrs. Co., St. Louis, Mo— 


A bulletin emphasizing quality sales points | 


of Buss fuses for use of wholesaler’s 
salesmen. 


BENJAMIN ELectric Mrc. Co., Des 
Plaines, Ill—Additional lighting data 
sheets covering handball and squash 


courts, play ground baseball, trap shooting 
and skeet range. 

WESTINGHOUSE ELEcTRIC AND Mere. Co., 
Mansfield, O.—Circular 1956 covers the 
“Nofuze” load center and its application 
in fuseless home circuit protection. 

LANDERS, FRARY AND CLARK, New Bri- 
tain, Conn.—A new electric range catalog 
describing the complete line of “Univer- 
sal” ranges, including latest models. 

SteeL City Exvectrric Co., Pittsburgh, 
Pa.—A new bulletin describing and illus- 
trating this company’s line of electric sign 
flashers. 

BARBER-CoLMAN Co., Rockford, Ill—A 
descriptive bulletin and four data sheets 
on various types of “Barcol Midget” 
shaded pole induction motors. 

Kwikon Co., 564 W. Monroe St., Chi- 
cago, Ill—‘“Wholesalers’ Price List No. 
32” on conduit fittings has been issued. 

WESTINGHOUSE ELECTRIC AND Mre. Co., 
Newark, N. J—A new metering system 
combining the new OC detachable watt- 
hour meter, portable stroboscopic standard 
and “Nofuze” load center is described in 
Circular 1960. 

30xILL-BRUEL CarBoN Co., Columbia 
Park, O.—Catalog No. 13 describes car- 





bon brushes for single phase and frac- | 


tional H.P. motors. 


Statement of the Ownership, Management, 
Circulation, Etc., Required by the Act 
of Congress of August 24, 1912, 
of Electrical Wholesaling, published monthly, at Chicago, 
Ill., for October 1, 1932. 
State of Illinois, County of Cook. ss. 

Before me, a notary public in and for the State and 
county aforesaid, personally appeared Howard Ehrlich, 
who, having been duly sworn according to law, deposes 
and says that he is the business manager of the 
Electrical Wholesaling and that the following is, to the 
best of his knowledge and belief, a true statement of 
the ownership, management (and if a daily paper, the 
circulation), ete., 
date shown in the above caption, required by the Act 
of August 24, 1912, embodied in section 411, Postal 
Laws and Regulations, printed on the reverse of this 
form, to wit: 

l. That the names and addresses of 
editor, managing editor, and business 
Publisher, Electrical Trade Publishing 
Ave., Chicago, Ill.; editor, E. T. Rowland, 
520 N. Michigan Ave., Chicago, Ill.; managing editor, 
E. T. Rowland, 520 N. Michigan Ave., Chicago, Ill. ; 
business manager, Howard Ehrlich, 520 N. 
Ave., Chicago, Ill. 

2. That the owner is: (If owned by a corporation, its 
name and address must be stated and also immedi- 
ately thereunder the names and addresses of stockholders 
owning or holding one per cent or more of total amount 
of stock. If not owned by a corporation, the names and 
addresses of the individual owners must be given. If 
owned by a firm, company, or other unincorporated con- 
cern, its name and address, as well as those of each 
individual member, must be given.) Electrical 
Publishing Co., 520 N. Michigan Ave., Chicago, 
Howard Ehrlich, 520 N. Michigan 
Edgar Kobak, Jackson Heights, L. I., N. Y. 

3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent or 
more of total amount of bonds, mortgages, or other 
securities are: (If there are none, so state.) None. 

4. That the two paragraphs next above, giving the 
names of the owners, stockholders, and security holders, 
if any, contain not only the list of stockholders and 
security holders as they appear upon the books of the 
company but also, in cases where the stockholder or 
security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the name 
of the person or corporation for whom such trustee is 
acting, is given; also that the said two 
contain statements embracing affiant’s full 
and belief as to the circumstances and conditions under 
which stockholders and security holders who do not 
appear upon the books of the company as trustees, hold 
stock and securities in a capacity other than that of 
a bona fide owner; and this afflant has no reason to 
believe that any other person, association, or corporation 
has any interest direct or indirect in the said stock, 
bonds, or other securities than as so stated by him. 

5. That the average number of copies of each issue 
of this publication sold or distributed, through the 
mails or otherwise. to paid subscribers during the six 
months preceding the date shown above is (This infor- 
mation is required from daily publications only.) 

Howard Ehrlich. 

Sworn to and subscribed before me this 
September, 1932. 

(Seal) Elsie E. 
(My commission expires December 10, 1933.) 


the publisher, 
managers 
Co., 520 N. 


yi 


Stover. 


of the aforesaid publication for the | 


Michigan | 


Trade | 


Ave., Chicago, Ill.; | 


paragraphs | 
knowledge | 


20th day of | 














Compare This 
PROFIT MARGIN 


with other lines! 


for jobbers on 

36 their selling 

O price—that's 

real profit on an item with 

the tremendous sales poten- 
tial of Electrotrim! 

Nothing like it on the market! 





No imi- 
tations—no substitutes—no price cutting 
competition. Nothing like it for con- 
| | sumer sales appeal—the public wants 
and will buy LOW COST WALL OUT- 
LETS and wide awake contractor-dealers 
and jobbers KNOW it to the tune of 


thousands of inquiries and orders! 


Are you in position to take care of the 
| orders that are coming in from Electro- 
trim's campaign to contractor dealers, 
Public Utilities, Electric Appliance Manu- 
facturers, etc.2 Are you getting your 
share of the Special Introductory Assort- 
ment orders from Contractor-Dealers? 
Get in on Electrotrim NOW while the 


market is practically untouched — write 


today! 


Electrotrim is the only surface extension 
wiring material approved by the Under- 
| | writers’ Laboratories. Fully protected by 
5 basic patents. 


ELECTROTRIM 


Union City, Indiana 
For Safety's Sake— 
See Your Electrical Contractor 


JOBBERS—Use This NOW 
| | Electrotrim, Inc., 
| [Dept. WH-I1, Union City, Ind. 
Rush us full details, samples and your liberal job- 
ber proposition. 
DOES kn kctteccdtecodecdcatencsceusetcceescoaseceses 
IEE i. 5c dik cccce Kee cisn cecdctwecedececéatncecetes 
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” New Products 
APPLIANCES and SPECIALTIES 











Built-In Electric Heater 


“Electromode” electric heater consists 
of only the heating element, fan, box 
which fits into the wall and the grille 
front. The heater can be controlled either 
by switch or by thermostat, and is ready 
to operate at a minute’s notice any day 
in the year. No red hot wires exposed 
to the atmosphere, no flame, dust, dirt, 
soot, oil vapors, smoke or ashes. Espe- 
cially adaptable where all available space 
is needed. Heating units are practically 
indestructible because there are no flames 
or wires exposed to burn out. Heating 
wires are sealed in thus making it abso- 
lutely safe and trouble free. American 
Foundry Equipment Co., Mishawaka, Ind. 
—Electrical Wholesaling, November, 1932. 


Domestic Coal Stoker 


Leaving the original furnace or boiler 
intact, the “Auto-Home” stoker is wheeled 





in front of the furnace and the installa- 
tion made in less than 10 minutes. Coal 
or coke is fed at intervals into the fur- 
nace in small quantities at a time, pro- 
ducing an economical, as well as highly 
efficient fire. At the same time the feeding 
process goes on, the grate is shaken auto- 
matically, getting rid of the ashes and 
always maintaining an active and hot fire. 


This stoker eliminates the many trips to 
the basement necessitated by constant 
need of additional fuel on the fire. Auto- 
Home Stoker Corp., 1728 S. Michigan 
Ave., Chicago. — Electrical Wholesaling, 
November, 1932. 


No-Battery Flashlight 


Every “Bat-Les Lite” is its own power 
plant generating its own electricity to 
operate a powerful 2.6 volt lamp. The 
case is oxidized aluminum. A durably 





constructed spring motor operates gen- 
erator for longer than ordinary use. A 
few turns of the small end of flashlight 
renews full brightness of light at first 
sign of dimming. Two extra lamps are 
held by clips just back of the reflector. 
The unit is equipped with safety ring 
hanger of especially strong construction. 
List price, $7.50. Bat-Les Lite Corp., 
Albany, N. Y.—Electrical Wholesaling, 
November, 1932. 


Electric Cocktail Shaker 


Made of pewter in an attractive Gre- 
cian design, this new shaker changes the 
time-worn method of mixing cocktails. 





This new unit is equipped with a small 
Dumore motor which operates on either 
a.c. or d.c. current. It is fitted with a 
6’ covered cord and is highly efficient. 
List price, $14.95. Dumore Co., 19 Six- 
teenth St. Racine, Wis. — Electrical 
Wholesaling, November, 1932. 


Air Vitalizer 


Consuming no more current than a 25- 
watt lamp, this device for the artificial 
production and distribution of ozone is 
small in size, low priced and universally 
adaptable. The design and small size of 





the “Ozonator” make possible a _ con- 
trolled supply of additional ozone for 
purifying, vitalizing, and deodorizing 
offices, bedrooms, sick-rooms, safety de- 
posit rooms, file rooms, ’phone booths, 
and wherever ventilation problems are 
difficult. The circulating fan helps to dis- 
tribute the ozone and produces a slight 
movement of air. It is permanently beau- 
tified with a fine art-lacquer finish. The 
base is slotted for hanging, and the feet 
are rubber padded to prevent scratching 
any surface upon which or against which 
the “Ozonator” may be placed. List price, 
$15.00. Jefferson Electric Co., Bellwood, 
Ill.—Electrical Wholesaling, November, 
1932. 


Amateur Broadcaster Insulator 


Number 40 amateur 
broadcaster insulator, 
in brown or blue is de- 
signed for use with aer- 
ials or broadcasting 
sets. It has nickel 
plated brass terminals. 
The oblong base 1x14” 
and height of 134” make 
it ideal for close work. 
Knox Porcelain Corp., 
Knoxville, Tenn.—Electrical Wholesaling, 
November, 1932. 





Double Duty Lantern 


“Ray-O-Vac” double duty lantern com- 
bines a spot of intense, brilliant light 
with a floodlight 
for diffused illumi- 
nation. It uses a 
solid glass spot- 
bulb, a newly de- 
veloped lamp bulb 
that is practically 
unbreakable. A 
new note in case 
finish is the cop- 
per-faced _ steel. 
This lantern is cov- 
ered by two “Ray- 
O-Vac” No. 2 standard size batteries. 
Though full standard size, the lantern is 
compact and convenient. Operation of the 
slide switch and replacement of batteries 
and bulb are simple. List price, 39. 
French Battery Co., Madison, Wis.—Elec- 
trical Wholesaling, November, 1932. 
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Gun Type Oil Burner 


The Silent Knight oil burner is de- 


signed for intermittent or continuous 
ignition. It features an all cast alumi- 
num housing and base with standard 
parts such as Viking pump, Cuno filter, 
General Electric or Westinghouse mo- 
tor, etc. Other interesting points are: 
low oil consumption; completely auto- 
matic operation; capacitor type motor; 
simplified installation; floating unit, 
leather set, rubber mounted; compact 
design. Silent Knight Oil Burner Co., 
Atlantic, la—Electrical Wholesaling, No- 
vember, 1932. 


Ventilated Connector Plug 


A new “heatproof” 
has contact pressure springs on the 
outside of the case. The contact clips 
proper have no springs wrapped around, 
nor any springiness. The outside springs 
serve to hold the halves of the connec- 
tor together and eliminate the two 
screws and nuts commonly used for 
this purpose. It is claimed that this 
new construction remedies the _ basic 


connector plug 








New Connector Plug with Outside Springs 











fault of previous plugs by shielding the 
springs from heat, instead of confining 
the heat around the springs. The two 
halves of the plug actually separate 
when inserted on the prongs of the ap- 
pliance, giving a ventilating effect which, 
it is claimed helps further to keep the 
contacts cooled. The body is made of the 
new “high-heat” genuine Thermoplax. 
Cutler-Hammer, Inc., 201 N. 12th St., 
Milwaukee, Wis.—Electrical Wholesaling, 
November, 1932. 


Knife Sharpener 


The latest in attachments for this 
company’s electric “Mixmaster” is a 
knife sharpening attachment consisting of 


a sharpening stone encased in a housing. 
This housing catches all the grit and dust 
from the sharpening operation. A guide 
insures the blade being held in the correct 
position for scientific sharpening, and pro- 
vision is made for changing the position 
of the stone as it wears from use. List 





price, $2.00, without power unit. Chicago 
Flexible Shaft Co., Roosevelt Road and 
Central Ave., Chicago.—Electrical Whole- 
saling, November, 1932. 


Noise Reducing Kit 


The “Akaformer” kit, applicable to any 
antenna and broadcast radio receiver, 
serves to reduce inductive interference or 
so-called man-made static to minimum 
proportions while at the same time im- 
proving the available signal. It com- 
prises an antenna unit, a set unit and a 





shielded downlead. The units may be in- 
stalled by the average handyman with no 
tools other than an ordinary screw-driver, 
soldered connections being entirely elimi- 
nated in favor of positive, permanent, 
low-loss mechanical connections. The 
“Akaformer” system also permits of 
short-wave reception without any changes 
whatsoever in its components or arrange- 


ment. Amy, Aceves and King, Inc., 11 
W. 42nd St., New York City—Electrical 
Wholesaling, November, 1932. 


Glass Containers for 
Refrigerators 


Six clear white crystal, high quality 
glass “Kontaners” placed on a revolving 
tray which permits of easy accessibility, 
make up this “Kontanerette” unit for 
storing foods in refrigerators. It is said 
to hold 20 per cent more than other jars 
or dishes used in the same amount of 
space. When canned or other food is 
placed in these “Kontaners” it preserves 
and retains all its vitamin values as well 
as its original flavor. The “Kontaners” 
are available in two sizes. Scurlock Kon- 





tanerette Corp., 332 S. Michigan Ave., 
Chicago.—Electrical Wholesaling, Novem- 
ber, 1932. 


Air Cleaner and Ventilator 


Delivering 250 cu. ft. of air per min- 
ute, this electric utility ventilator is both 
a ventilating system, either intake or ex- 
haust, and an air cleaning system. It is 
easily and quickly portable. It takes out 
of the air virtually all of the dirt, dust 








and bacteria. When used without the 
filter, it delivers 350 cu. ft. of air. In the 
kitchen it may be used as an exhaust fan 
for taking out heat, fumes and odors. 
The filter also helps eliminate noise, be- 
sides purging the air of dirt and dust. 
Accessories can be furnished so that this 
unit may be used as a humidifier, moth 
exterminator, bathroom heater, etc. H. S. 
Kaiser Co., 936 W. Chicago Ave., Chi- 
cago.—Electrical Wholesaling, November, 
1932. 


Electric Dishwasher 


This dishwasher unit is semi-automatic, 
self-cleansing, easily loaded, and washes 
about 70 pieces at a time in three or four 
minutes at a cost of about 5c a week for 
electric current. Chipping and breaking of 
dishes is entirely eliminated. The dish- 


- 
pee 





washer-sink models are made in a variety 
of sizes, all fitted with spacious sinks and 
with or without drainboards. The mate- 
rial used for the sinks and tops is acid- 
resisting vitreous enamel. Monel metal 
of stainless steel ultra-modern in styling. 
Walker Dishwasher Corp., 1024 S. Waller 
Ave., Chicago.—Electrical Wholesaling, 
November, 1932. 
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PANTHER FRICTION 
or DRAGON RUBBER 
TAPES 


are two new high grade com- 
mercial tapes backed by the 
reputation of The Okonite 
Company, makers of Okonite 
and Manson tapes. 





Se” 


They are individually wrapped 
in cellophane and sealed and 
with distinctive cores. 


— 






The above is the Handy Pack- 
age, containing 10 rolls of cel- 
lophane wrapped and sealed 
No. 8 Panther Friction Tape— 
a durable and truly handy 
package. 





Panther displays in color help 
counter sales. Panther No. 1 
and No. 2 also individually 
wrapped in cellophane and 
sealed. 


Hazard Insulated Wire Works 
Divison of 
The Okonite Company 
Passaic, N. J. 
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Teamwork 














Touchdowns are the Results of 
Teamwork — Co-operation 


Successful Selling, as well as Successful Football, 


is the Result of Teamwork 


COLT-NOARK Co-operation is not only found in the design and production of COLT- 
NOARK Protective Devices, resulting in ease of installation and assured positive 
performance in the protection of men and equipment, but goes farther by offering to 
you an intelligent fo service for the creation of new contacts. 


Thus the combination of all these factors results in teamwork which brings success and 
profit for all. 


Have you received your catalog “’F’ describing our complete line? An interesting 
publication, ‘The Rampant Colt,’’ will also be mailed to you upon request. 


COLT’'S PATENT FIRE ARMS MANUFACTURING CO. 


PIONEERS OF PROTECTION SINCE 1836 
Hartford, Conn., U. S. A. 


Electrical Division 


NEW YORK PHILADELPHIA 


Pacific Coast Representative 


H. B. SQUIRES COMPANY 
7.1.32 SAN FRANCISCO LOS ANGELES SEATTLE 


BOSTON CHICAGO 
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THIS MARK @ 


GUIDES YOUR 
DEALERS TO 


BIGGER 
LAMP SALES 





NOW IS THE TIME TO PUSH 
CHRISTMAS LIGHTING 


TELL your dealers to put up displays of 
Christmas color lights early. With Christ- 
mas business hard to get, greater effort will 
have to be made to get it. And there is 
nothing that promotes Christmas buying 
more quickly than a store decorated with 
radiant strings of color lights. 

It is an inexpensive form of decoration 
too, and not only sells the store as a Christ- 
mas store—but it also tells the public that the 
store is headquarters for the best in Christ- 
mas lighting—Edison Mazpa lamps. 








THE .G. E. monogram is one of the best known trade-marks in the world. 
Edison Mazpa lamps are made by the General Electric Company and 
each one bears this mark. 

The public is being told, as never before, that quality in lamps is es- 
sential to secure full return in light for every dollar spent for current. 

All Edison Mazpa lamp advertising in the SATURDAY EVENING 
POST, COLLIER’S, WOMAN’S HOME COMPANION, GOOD 
HOUSEKEEPING, and other leading magazines stresses this point— 
“for good light at low cost, use MAzpaA lamps, made by General Electric.” 

This message is repeated every week to millions of listeners over a 
nation-wide radio hook-up. 

The customers of your dealers will read it and hear it again and 
again. 

Tell your dealers to cash in on it by displaying Edison Mazpa lamps 
in their windows and in their stores. It means bigger lamp sales for them 
—bigger lamp sales for you. General Electric Company, Nela Park, 
Cleveland, Ohio. 


EDISON MAZDA LAMPS 


GENERAL (Ge. ELECTRIC 







































Your contractor-customers can sell house wiring 
now if you give them the right material and help 
them. 

Not new work—there isn’t enough of that kind 
to go around right now—but modernization jobs. 
A pilot light here—a radio connection there—a 
couple of extra convenience outlets—a re-arrange- 
ment of switches to save the home owner steps and 
current. Small jobs, but profitable. 

Such sales start at the wall plate. ‘‘Here’s what 
you want to put right here on this wall,” says the 
contractor and he shows a combination of 


The P&S-Despard Line of Wall Plate 
Merchandise 

“How much?” When they ask that, the sale is 

half made. 


By inducing your contractor-customers to sell, 
by encouraging them to keep on selling, you can 


| maintain your wiring device and supply business 


SS 


Contractors Can Sell 


even though there is no new building going on. 
Other wholesalers are doing it. 


The P&S-Despard Line of Wall Plate 
Merchandise 


offers you advantages undreamed of before this 
line came on the market. Investment is one-tenth 
what it used to be for equal adequate stocks. 
Transportation is halved. Number of individual 
items reduced from 183 to 23 yet the amazing 
number of 59,244 combinations can be made from 
these few unit parts. Turn-over speeded. Prices 
stabilized. And real profit on every dollar of busi- 
ness you do. 

The P&S-DESPARD line of wall plate mer- 
chandise is already a success—a big success. It 
sells. It pays real profit. 

Let us tell you the whole story. Write or wire. 
Now—while it’s on your mind. Pass & Seymour, 
Inc., Solvay Station, Syracuse, N. Y. 


LINE OF WALL-PLATE MERCHANDISE 


















A Time Switch You Can Sell at a Profit 


100% Distributor Policy 

Sales Engineers to assist your salesmen 

Our Utility customers buy Triplex Time Switches 
from Distributors 

Number of Distributors limited to requirements 
of local territory 














Distributed by Graybar Electric Co. and other leading wholesalers 


1] World, f ctr i ¢ 


TRIPLEX (®) PRODUCTS 


CHANIN BUILDING NEW YORK, N. Y. 











